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Here is the most delightful new idea in wedding 
rings since Grandma first wore her plain gold band 
or tied a string on Grandpa's finger to jog his 
memory. The daintiness and charm of the 
Beau-Knot* design wins instant preference, and 
the exquisite individuality of its hand-craftsmanship 
makes its possession an abiding joy. 











Hand-made of I4K yellow gold in three styles: 

1 —Plain, with white gold center, $6. 

2—Set with 4 pt. perfect full cut diamond in 
white center, $15. 

3 — Engagement ring with crown setting, yellow or 
white center, for any size stone, $6. 

%* TRADE MARK, DESIGN PAT. PENDING 















A. SAUER & CO. 

Manufacturing Jewelers 
439 RACE STREET 
CINCINNATI, OHIO: 
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66 E have a small alcove up 

front where people frequent- 
ly come in and just sit down and 
wait for their friends,” says Leo F. 
Henebry, of Henebry & Son, Roan- 
oke, Va. “We like to have them do 
this. We used to have an office in 
this same space which we changed 
into a reception room, but customers 
wouldn’t use it. So we took the 
partition out and left it wide open 
and it works. Here we show an old 
wing table, an antique, which causes 
more gossip than if we put the $500 
we could sell it for in the cash 
register. 

“Alongside the table we have two 
stands built like a 
clock, with four shelves, in which we 
show as many fine china plates, a 
sample of four different patterns. 

“The table is not for sale. We 
know that people like it and talk 
about it. On it we show a sterling 
silver tea service or hurricane lamps 


grandfather's 


on a nice piece of lace in keeping 
with good taste in the home. 

“We put some of the finest book- 
ends here, with a couple of the latest 
best sellers or some of the old clas- 
sics. Alongside of it is another small 
table with ash trays and cigarettes, 
and the latest magazines in the 
women’s field. All of which show 
china and silver and crystal in their 
advertising pages. 

“We can also set up this alcove 
for special displays in the Fall or 
Spring of the year.” 


© © 
ALES of all makes of wrist 
watches at Hausmann, Inc., 


New Orleans, have increased since 
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the store assembled its entire stock 
of 300 wrist watches into one 18- 
foot display case. 

Objects of the mass display were 
to remind customers of Hausmann’s 
as a logical place to buy watches, 
and to simplify checking stock. 

All popular watch manufacturers’ 
products are shown “mixed” through- 
out the tightly arranged geometrical 
assembly, instead of according to 
maker. Thus, design and style be- 
come greater selling factors, un- 
fostered by brand designations. 

Hausmann’s encourages browsing 
at this watch case; steers non-buying 
visitors to its vicinity; invites cus- 
tomers to look it over for gift sug- 
gestions. The unusually large num- 
ber of watches on display—plus the 
rather original browsing idea—has 
resulted in a heavy volume of sales, 
which, incidentally, is spread evenly 
among all watch lines. 


© © 


RED J. ENGELKE, of En- 

gelke’s in Gainesville, Fla., finds 
that perfumes are a good traffic-get- 
ter. He does not buy perfumes that 
vou would find in a department or a 
drug store. He uses a small perfume 
bar on top of the counter as his sole 
display and sales medium. 

When a woman is waiting to have 
an adjustment on her watch or some- 
thing of that sort, she invariably 
walks over to see the perfumes. 
Twelve different cdors are featured; 
nearly always she finds one she likes 
and buys it. And so becomes a 
steady repeat customer, at the same 
time telling her friends about it. 

Engelke also finds that table dis- 
plays in the store sell merchandise 
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and frequently bring people in to 
buy gifts from those tables. 
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66 O, ’tain’t an air raid. It’s 
Tom Williams!” 

The long blast of noise that some- 
times startles Kansas Ave., in Kan- 
sas City, Kan., comes from the jewel- 
ry store of Thomas C. Williams, 
whose 75-year-old lungs are still a 
powerful bellows. 

It seems that a year or so ago a 
visitor from California 
Mr. Williams with a pair of four- 
foot carved walrus tusks. One of the 
tusks is fitted on one side with a 
mouthpiece, making it into a weird 
sort of primitive African 
wind instrument. Mr. Williams gets 
a load of fun from blowing it. 

When not employed for cacoph- 
ony, this walrus tusk and the other 
one serve as curios which attract 
visitors to Williams’ store. 


presented 


zombie 


e 


AME day a bundle from heaven 

blessed Mr. and Mrs. Morris C. 
Gordon, the proud (and ingenious) 
jeweler-father mailed the following 
announcement: 

“The House of Gordon announce 
the arrival of a beautiful gem. 

“Time, April 20, 4.45 p. m. 
Weight, 714 carats. Quality, ab- 
solutely perfect. Color, fine white. 
Name, Jan Baker. 

“Discovered and mined by Doro- 
thy Baker Gordon. Purchased for 
the company by Morris C. Gordon. 
On display in our showroom at 420 
South Spring. ‘When finer gems are 
produced Gordon will produce 


> 99 


them’. 
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Shoppers may choose from 20 patterns A Marcus jewel window, when the circus was in town 
























Eight Window Displays 
That Were Good Salesmen 





OES it sell? That’s the test of show window effec- 
tiveness. Not, Does it display a big load of mer- 
chandise? Or, Is it pretty? 

All of these windows, designed by stores in the East, 
the South and the West, passed the selling test with | 
high honors. No two are alike in treatment, yet they 
have a common denominator—idea, instead of hodge- 
podge; precise plan to show some particular type of 
merchandise in a favorably related setting, instead of a 
commonplace sampling of the jeweler’s stock, in the 
same monotonous window environment as last week, and 
the week before that. 

The displays pictured at the upper left and the lower 
right of this page show how other fellows’ ideas can be 
collected and profitably put to work. These two win- 
dows, incidentally, won a trophy for their creator, H. E. 
Blumer, of Hazleton, Pa., for the best specialty shop 












This bridal ring window won a prize for good display 









Oppenheim Collins & Co., New York, mounted costume 
pieces on the velvet lining of a huge, open jewel box 





Two variants of the old ‘treasure chest" theme to en- 
dow today's jewelry with the romance of pirate riches 


displays shown during National Retail Demonstration 
Week in Mr. Blumer’s home city. 

Magazine, newspaper articles, and the advertising and 
windows of other merchants provide grist for Mr. 
Blumer’s idea file, but his suppliers are his best source 
of display props. For instance, a wholesaler sent him a 
display card with the wording, “Made the American Local news events are always good window subjects. 
Way by American Craftsmen.”’ The lettering and deco- These tie in with the Cotton Carnival in Memphis, 
ration were red and blue. From the patriotic sentiment and the opening of © Western marie to fat Wart 
expressed, and the color scheme of the card, Mr. Blumer 
took his cue for the sterling silver display pictured at the 
upper left of the facing page. He used a red duveteen 
drape under the tea service, white on the floor of the 
window, and a plain blue rayon satin background. One 
dessert knife from each of 20 patterns was shown to 
permit shoppers to study and compare the various 
designs. 

The bridal ring display at the base of the opposite 
page is an even better illustration of how Mr. Blumer 

(Please turn to page 55) 
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ULY, at first glance, is in the antipodes, so far as 

Christmas goes. Nevertheless, this is the “height 
of the holiday season’ for poinsettia growers, who this 
month are setting out 7,000,000 to 10,000,000 cuttings, 
which will take root during the next few weeks and half 
a year from now will glow with flame-colored blooms 
as brilliant red as the July sun under which they were 
planted. 

Nature wouldn't help the grower who waited until 
the football season before beginning to think about his 
holiday cash crop. So poinsettia-growers don’t wait. 
They get busy on next Christmas this month! 

. But we’re in the jewelry business; why talk about 


“florists? All right, substitute retail jewelers for florists ; 
‘Substitute such things as the lay-away plan, early gift- 


windows and a carefully maintained “Christmas ledger” 
for the cuttings that are set out in July; for poinsettias, 
substitute the added volume of Christmas sales that 
flower from a six-month plan of holiday merchandising. 

John C. Carter, who has two jewelry stores in Jack- 
son, Miss., and has made the study of Christmas mer- 
chandising one of his major activities during his 22 years 
in the jewelry business, says that there are two princi- 
pal difficulties in the jeweler’s Christmas selling: 

1.—Many gift-buyers think of the jewelry store as too 
rich for their blood, and have their money tied up when 
the Christmas season rolls ’round. 

2.—Most gift-buyers have only one or two persons in 
mind for gifts “expensive enough to come from the 
jeweler,” and it is hard going to sell them on the idea 
that the jewelry store is the logical place to buy fine 
gifts for their entire gift list. 

Carter’s stores offset these sales hazards by a six- 
month Christmas selling plan, based on lay-aways, the 
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Santa Says... 


Take a tip from the florists — ang 


start growing Christmas sales in July 


by ROBERT A. LATIMER 





use of gift windows each month on the holiday theme, 
and a “customer inventory” during the summer for holi- 
day gift prospects. 

“We sell 90 percent of our holiday gifts on the lay- 
away plan,’ Mr. Carter explained, “simply because lay- 
aways have been suggested so often to our customers 
as the logical means of paying for gifts beforehand. We 
believe the layaway cumulative payment plan is more 
effective than credit selling, through the fact that it 
gives the customer a definite goal to aim at—solution of 
his gift problems in advance.” 


LAYAWAY PURCHASES STORED IN CABINETS 

The layaway section of the Carter office requires four 
sets of storage cabinets in the rear of the store. Here, 
from early July to late December are accumulated gifts 
of every type, all with tags listing their owners and the 
amount of payment made month by month. As each pay- 
ment is made, the tag is thus marked—with the four 
cabinets making up a simple “layaway inventory” of their 
own. As many as 900 gifts ranging from costume jewelry 
pieces to silver chests have been stocked in the cabinets 
in a single year, some of them extending over the full 
six-month period. When the gift is fully paid for, it is 
gift-wrapped, and tagged with the owner’s name for de- 
livery. Less than 2 percent have “held over’’ past 
Christmas. 

Layaway gifts at Carter’s are sold by systematic sug 
gestions to regular customers through the entire six- 
months period; plus the appeal of the continual gift 
windows featured. The salespeople solicit “family” cus- 
tomers on the suggestion of buying their gifts early, 
and saving the December rush; watch friends and 
patrons for suggestion opportunities of the same type, 
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and whenever possible take prospects back to the gift 
cabinets where they can more easily understand the bene- 
fits of the idea. 

“Christmas savings club plans have familiarized the 
average customer with saving for the holidays,” Mr. 
Carter added, “and we use the same idea in selling.” 
From 10 to 20 customers a day are contacted on the 
Christmas plan—resulting in at least one Christmas- 
gift sale per day per person. 


A CHRISTMAS WINDOW EACH MONTH 

In addition, the Carter stores use one Christmas gift 
window for every three of a different nature per month 
—thus every fourth week presenting a holiday gift win- 
dow from July to December, priced carefully, with cards 
inviting the use of the layaway plan for Christmas. 
This consistent Christmas display gets a consistent re- 
sponse many months in advance. 

The record of last year’s layaway gift purchasers 
forms an excellent “customer inventory” for holiday mer- 
chandising this year. In July, direct mail invitations to 
again use the layaway plan are sent to all customers 
who used it the year preceding. This mailing shows a 
surprising response. 

“Where shifting incomes and unusual financial situa- 
tions occur, we have found this plan perfect,’ Mr. 
Carter summed up; “the jeweler will find his Christmas 
sales considerably amplified if he will begin his selling in 
mid-summer.” 

Another idea that generates a lot of Christmas sales 
that otherwise might have been lost is used by the Mul- 
ford Jewelry Co., of Memphis, Tenn. This firm main- 
tains a “Christmas ledger’, in which salespeople note 


customers’ likes and wishes, expressed throughout the 
year—and turn many of these leads into sales when the 
holidays roll around. 

Noting the number of customers who look at merchan- 
dise longingly, state inability to pay for it at present, 
but point out that they will “move heaven and earth” to 
get it for a Christmas gift, L. S. Harwell, head of the 
Mulford Co. was struck with the idea of recording every 
such instance where possible, with the idea of followups 
on each during the consequent Christmas season. It was 
an idea worth trying, he felt—and it has been used suc- 
cessfully ever since. 

Since that time, the personnel of the Mulford store 
has made compilation of the Christmas ledger a regular 
feature of their daily work. Every instance in which 
Christmas is mentioned, and every incompleted trans- 
action which bears the chance of a holiday sale, is im- 
mediately recorded — while the facts are still fresh 
enough in mind to cover all details. The Christmas 
ledger, conveniently, is the latter part of a looseleaf 
book used to record customers’ plated patterns, and the 
pages are indexed alphabetically. 

Typical of the instances in which it is used, is a case 
in which Mr. Harwell had a woman customer interested 
in a diamond dinner ring. It was impossible to close the 
sale at the time, after the woman was shown six types, 
but she said she would probably want a dinner ring for 
Christmas. Several months later, Mr. Harwell tele- 
phoned to remind her of the dinner ring (she had for- 
gotten it herself), and made the sale to her husband the 
same day. 


All useful information is notated in the Christmas 
(Please turn to page 59) 




















With a few simple changes, the same background can be used in August, September, October 
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Mrs. Ameriea and Her Silver 


Part V—How, where and why she selects her pattern 


UTSTANDINGLY important to the jeweler in 
any consideration of the selling possibilities for 
silverware is a study of the mental processes of his cus- 
tomers and prospects—why they buy what they do; what 
motives influence them to select one store in preference 
to another; the relative importance to the customer of 
such things as brand names, reputation of the store, pat- 
tern assortment, and so on. 

Merchandising methods that are in harmony with al- 
ready-established consumer preferences are invariably 
and inevitably more resultful than those which try to 
swim against the current of the customer’s ideas, or 
which are built upon elements that may seem important 





to the seller, but carry little or no weight with the buyer. 

To provide the necessary foundation of actual fact 
upon which a sound merchandising structure can be 
erected, JEwELERS’ CircuLar-KeystTone in the course of 
this consumer survey made an intensive study of the 
silver-buying motives and habits of American families, 
the results of which are here presented. 

One point that is immediately evident in analyzing the 
replies is the absolute necessity for the dealer to carry 
an adequate assortment of patterns. In every income 
group, in every age group, and regardless of whether 
the silver owned was plated or sterling, ‘‘attractiveness 
of pattern” was, by a wide margin, the most frequently 


Chart A— Reasons which determine the selection of silver ilatware— 


Sterling flatware 


FRIENDS OR RELATIVES ADVICE 


PATTERN 


68.7% 47.42% 


Group B 


PATTERN 


REPUTATION 





Group C 


ALL OTHER REASONS 3.6% 


PATTERN 


51.77% 





Plated flatware 


FRIENDS OR RELATIVES ADVICE 


PATTERN 


REPUTATION 


21.9% 


1 ROP/ 


ALL OTHER REASONS 1.8 % 





ALL OTHER REA ns 3.5% 







hn 9.7% 


OR RELATIVES 
ADVICE 


PATTERN 














JEWELER'S 
RECOMMENO'N 


Note—A few women mentioned ‘manufacturers’ advertising.”These are included with the group who said ‘manufacturers’ 


reputation.”’ 
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Similarly, those who spoke of advertising 


by the jeweler are included in “jeweler’s recommendation.”’ 
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Chart B— Where they bought their flatware— 


Women under 45 
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JEWELRY 


STORE 
69.6% 


given reason for having chosen the particular silver 
owned. 

Although the motives for selection were divided among 
a list of a dozen or more, “pattern” was the deciding 
factor with 55.9 per cent of the sterling owners, and 
with 42.1 per cent of the women whose sets are plated 
ware. 

The figures just mentioned are for all income classes 
combined. Broken down by economic groups, and fur- 
ther subdivided between owners of plate and sterling, 
the percentages who made their selection on the basis 
of pattern preference are as follows: 


Sterling Plated Ware 

Owners Owners 
Group A 68.7 61.0 
Group B 47.4 40.7 
Group C 51.7 38.9 


No other one element even remotely approached this 
in importance, as will be seen from the accompanying 
charts setting forth the complete analysis of motives for 
selection, broken down by income groups and between 
owners of plated ware and sterling. 

Yet, more often than not, the American housewife 
doesn’t know what pattern she owns. Of the sterling 
owners, 58.6 per cent couldn’t state the pattern name, 
while the percentage of owners of plated ware who didn’t 
know it reached the astonishing figure of 79.7 per cent. 
Ignorance of the name of maker or brand was almost 
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WH 'SLE CATALOG RETAILERS 


DEPARTMENT 
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3.9% 
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DEPARTMENT 
STORE 


58.2% 






equally prevalent—51.8 for sterling and 52.4 for plate. 

Apparently when Mrs. America buys flatware, she 
does it by going to the store, looking over the patterns 
displayed for her selection, and picking out the one that 
appeals to her individual taste without paying much 
attention to what its name or the name of its maker 
may be. 

This is further indicated by the comparatively small 
percentage who gave manufacturer’s name or reputation 
as the reason for their choice. 

Another bit of evidence pointing in the same direction 
is disclosed by the answers to the question—“Did you 
select your silver alone, or did you take someone else 
along to advise and help you?” 

The replies from all income and all age groups were 
so uniform that one consolidated figure tells the whole 
story. Approximately one woman in three of the hun- 
dreds queried—35.8 per cent—had help from mother, 
relative, or friend in making her selection. 

Obviously these women had not made up their minds 
as to make or pattern before entering the store. 

Note, too, that the chart on the other page shows that 
in two of the three groups of sterling buyers, the jewel- 
er’s recommendation was a more important factor than 
the manufacturer’s name or reputation, and that it was 
very nearly as important in guiding the selection of 


(Please turn to page 62) 
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HE three-year experience of the Kay Jewelry Co., 
in Oakland, with a Thursday evening half-hour quiz 
program entitled “Skull Crackers,” is full of interest to 
any retail jeweler contemplating the use of radio ad- 
vertising. In the first place, Thursday evening is pre- 
ferred because credit customers do most of their pay- 
ing and buying the last days of the week. Nine o'clock 
—on the Pacific Coast at least—is considered a good 
hour because by that time most of the big nation-wide 
programs have been broadcast, thus eliminating con- 
siderable competition for attention. The details of the 
program are supervised by an advertising agency. 
The quiz takes the form of competition between two 
four-person teams selected from local organizations— 
business concerns, business and civic clubs, schools, 


lodges and societies. Usually the studio audience of 
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Jewelry 
On the Air 


—and off the trays! 


(Part 2) 


approximately 200 people is largely made up of friends 
of the contesting teams that frequently represent hun- 
dreds of people who are either directly or indirectly 
interested. An opportunity to make a favorable impres- 
sion on approximately 10,000 people a year is certainly 
worthwhile. The questions are prepared by the master 
of ceremonies, instead of selecting them from contest 
entries by the radio audience, as some advertisers do 
with apparent success. 

This organization uses its two commercial announce- 
ments—up to 175 words—for forceful, punchy sales 
talks designed to get next-day results. As a rule the 
items are the same as those featured in the current cir- 
cular or newspaper advertisements—a diamond ring, a 
radio or a household electric appliance. The announce- 
ments are sometimes enlivened by conversational ex- 
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‘ited programs like these have proved their popularity 
en chosing audiences. Upper left, Kay Jewelry Co., Oak- 
land, observes the third birthday of its “Skull Crackers" 
quiz program, with 600 former contestants as guests. Inset, 
the Davidson & Licht, Oakland, ‘Man on the Street" pro- 
gram, which has drawn over 100,000 letters from hearers. 


changes between the announcer and master of cere- 
monies. In every instance the credit slogan, “It’s O. K. 
to owe Kay,” is woven into the message. And, in- 
cidentally, every broadcast opens and closes with the 
paragraph, “Kay Jewelers present ‘Bulova’ watch time. 
It is now .. p. m. Kay’s, headquarters for Bulova 
watches;” a smart tie-in with the spot advertising the 
makers of that line have been doing for many years. 

Radio is used in oue way or another by practically 
every one of the stores in the nation-wide Kay chain, the 
kind of program, frequency, hour, and type of commer- 
cial announcement being determined by local conditions, 
and the purpose that the individual store is seeking to 
accomplish. 

Thus, when the company recently opened a store in 





Jacksonville, Florida, it was decided that the first job 
to be done there, was to acquaint people with the new 
store and its location, and to promote general good will. 
To meet these requirements, the “Kay Corner Quiz” 
was created. 

As its name indicates, this is a quiz program. This is 
broadcast daily during the noon hour—this time being 
selected to catch the lunch hour crowds and so attract 
the largest possible number of people as spectators and 
participants. As it is also given on the corner right 
in front of the large Kay windows, it is practically im- 
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possible for the assembled groups to avoid noticing the 
merchandise displayed. 

Questions are asked by the announcers at the micro- 
phone and pairs of theater tickets to a Jacksonville 
theatre are given to the lucky “intellectuals”. Each 
winner, to get his tickets, must enter the store and go 
to the cashier’s desk, thus bringing many people into 
the store. 

Not only are theatre tickets awarded the lucky win- 
ners who answer the questions correctly, but a treasure 
chest is also placed near the announcers at the micro- 
phone. A dollar bill is placed inside this chest every 
day and everyone interviewed is allowed to select any 
one of six keys of which only one will open the chest. 
The first person to select the correct key gets the dol- 
lar. If the chest is not unlocked one day another dollar 
is added the next day, and so on. 

Large crowds gather around the announcers for this 
program every noon in an atmosphere of good-humored 
fun. Often hilarious peaks are reached when an unusu- 
ally witty or clever answer is given on this quiz fea- 
ture or at the antics of someone trying laboriously to 


Dodd Jewelry Co.'s locally-celebrated "Hello Teacher” 
quiz program matches teams from various Cin- 
cinnati schools, and has most of the city listening. 


unlock the treasure chest which contains that dollar 
bill. This feature has proved a daily habit with a good 
many of the folks downtown as well as the invisible 
radio audience, and has made many friends for the store. 

The slogan “It’s O. K. to owe Kay” and the fact 
that it takes only three minutes to open a charge ac- 
count are always featured in these broadcasts. 

A man-on-the-street quarter-hour program—a common 
but perhaps the most popular of all interview-type 
broadcasts—has also been used successfully by the 

(Please turn to page 49) 
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Aladdin could never have beheld treasure like this, for the art of brilliant cutting is modern 
and of American device. Loupe, scales (partly shown at the right), tweezers and a professional eye are 
employed to grade diamonds according to perfection, color and size. Photo courtesy of Baumgold Bros. 


The Diamond 


Industry 
in 1940 





By SYDNEY H. BALL 


be view of the fact that the diamond industry in 1940 felt 
the full impact of the war, it had a relatively satisfactory 
year. And this, notwithstanding, that the main units of the 
processing branch of the industry, that of cutting, were wholly 
disrupted by the invasion of the Low Countries and that 
other countries were lost as important retailing centers due 
to high taxation and governmental restrictions as to finance 
and trade. 

The production by weight was greater than in 1939, but the 
increase was wholly in industrial material and the production 
of stones suitable for cutting was off some 20 per cent. 

Sales of rough by the Diamond Trading Co. approximated 
those of 1939, i.e., they were about £6,000,000. Stocks of 
rough are ample for the world’s needs, but a shortage of 
small cut will presumably be felt in America in the near 
future. Such small cut goods have doubled or even quad- 
rupled in price since September 1939; while fine large cut has 
increased in price from 10 to 20 per cent. Recent wage in- 
creases in the American cutting industry suggest further 
advances for the latter goods. Rough diamonds increased in 
price perhaps 10 per cent in the year or a bit more. 

War has restricted the retail gem market largely to the 
United States, Canada, South America, India, and the East 
Indies. The United States imports almost equalled those of 
1939, a marked gain in the import of rough almost offsetting 
a decrease in the imports of cut. Stocks of rough in this 
country were built up; stocks of cut are relatively small. 
Retail sales in the United States in 1940 were large and will 
be larger in 1941, but the increase is in the lower priced 
items, and not in the more expensive pieces. 

By the invasion of the Low Countries, which cut some 90 
per cent of polished diamonds, Germany wholly disorganized 
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the processing branch of the industry. The Nazis have the 
men, equipment and plants with small stocks of rough: 
England the stocks of rough. The American, South African 
and English cutters can cut enough fine large polished for 
the American market: we face sooner or later, a shortage of 
small cut, the speciality of the Low Countries, particularly 
of Belgium. . 

The use of industrial diamonds continues to expand at a 
remarkable rate—in the past 30 years the use has increased 
eightfold. And one can confidently expect further increases. 


EFFECT OF THE WAR ON THE DIAMOND INDUSTRY 


This war at once cut down the world demand for rough 
and cut gem material. It automatically impoverished the 
European and—together with drastic currency controls, and 
new regulations as to imports and exports-—largely eradicated 
him as a buyer of diamonds, except in cases where he could 
surreptitiously buy diamonds as an investment. As the chief 





fields for the sale of polished goods, the United States, Can- 
ada, India, Latin America, and the East Indies were left. 
Naturally, the importance of the United States was relatively 
increased, and the prosperity of the American laboring man 
due to the armament program insures the sales of quantities 
of low and medium-priced jewelry there in 1941. A somno- 
lent stock market must be changed, however, before the more 
expensive items move over the jeweler’s counter. 

Important geographic changes in the trade occurred with 
the German occupation of the Low Countries and northern 
France. Antwerp and Amsterdam lost their position, so far 
at least as the world not dominated by the Nazis is concerned, 
as the premier cutters and retailers of polished diamonds. Lon- 
don remains the only important seller of rough goods and a 
small cutting industry is springing up there, as some refugee 
cutters reached England in May and June. She will supply 
part of Canada’s needs since polished goods from the British 
Empire can be imported free of duty, others now paying 10 
per cent. 

The relative importance of New York in the trade has been 
appreciably increased by the war progress to date. As the 
center of cut for the principal consumer, the United States, 
its business has expanded. The cutting industry has also grown 
moderately and is now fully employed. Its stocks are rela- 
tively large, especially in the sizes as in addition to more or 
less normal imports many refugee diamond merchants and 
brokers arrived with their stocks. 


ROUGH MARKET 


The Diamond Corp. purchases about 95 per cent of the 
world’s diamond production, while its subsidiary, the Diamond 
Trading Co. sells the rough stones to brokers and cutters. 
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The latter’s total capital of £2,000,000 is invested in rough 
diamonds and, as sales are made, the equivalent money is 


re-invested in rough. Few “seconds” came on the market but 


“outside” diamonds (i.e. those not controlled by the Diamond 
Corp. consisting of part of the Brazil, British Guiana, “mis- 
cellaneous” and South African alluvial production) were un- 


usually important, due in part to the increased Brazilian 


exports, stimulated by the war. 


The war year 1940 could scarcely be expected to be a good 


one in which to wholesale a luxury article, particularly one 


with its cutting branch destroyed in May. Under the circum- 
stances, sales of over £6,000,000 (about £4,500,000 in Londen, 
the rest at Kimberley) must be considered relatively satisfac- 
tory. The following table shows recent annual sales by the 
Trading Co.: 


Oe et ON PER ER I Ee ee A. £3,719,242 
Ry ree PACES enn hh 6,235,080 


This is the Katshanga mine, in 
the Belgian Congo. With a 
production of nearly 11,000,- 
000 carats (nearly all indus- 
trial), the Belgian Congo last 
year again was the world’s 
greatest diamond producer, in 
number of carats. Cooperating 
with the British Empire, the 
Congo sells its diamonds 
through the Diamond Corp. 


BR nti sat sskteather detec 8,546,673 
NONE os oa ceeeeeeasewews awed dweewageaamas 9,151,205 
SU on b-bd reas esa adele Rae euawe eee 3,673,934 
Rte’ GRUUAMUIME sc 6 o'cic.c a wa Wa cadens waweeees 5,865,000 
RGA Cat E ONO 5 5 x os nso kcetiniot nee 6,000,000 


The year started off with a bang and in the first quarter 
almost £3,200,000 worth of goods were sold, suggesting an 
annual rate reminiscent of the good old times of the twenties. 
But with the destruction of the cutting industry of the Low 
Countries, the Trading Co. lost its best customers and sales 
of rough were restricted markedly; transactions from May on 
were relatively small. 

Prices were firm throughout the year with an upward tend- 
ency. February prices exceeded those of January and all 
grades of rough were raised 5 per cent in November and a 
like amount in January 1941. In midsummer, however, the 
South African diggers were having difficulty in disposing of 
their product at satisfactory prices, except fine quality stones 
of fair size. 


STOCKS 

For the third successive year, the stocks of rough in the 
hands of Diamond Corp. increased, after six years of reduc- 
tion. Notwithstanding this, fine large rough and smalls suit- 
able for cutting into melee were difficult to obtain in 1940. 

Stocks of rough in the hands of American brokers and cut- 
ters are believed to be considerable. The stock of large fine cut 
in the United States is adequate; that of small cut is wholly 
inadequate and, unless it can be increased, jewelry fashions 


(Please turn to page 50) 
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MERICA has imported more than sardines, matches 

and woodpulp from the Scandinavian peoples dur- 

ing the last few years. Our Tariff Schedule cannot pro- 

vide for one subtle type of import, which, though in- 

tangible, has noticeably affected the aesthetic side of 
American life—Scandinavian design. 


In jewelry, Scandinavian design is even more flow- 


ingly graceful than it is in silverware, ceramics or other 
decorations and furnishings. The designs on this page 
were created by Kaye-Jordan Co., style and design con- 
sultants of New York and Providence, to show how ster- 
ling silver and colored stones can be combined in the 
modern Scandinavian manner, into well-proportioned but 
inexpensive jewelry. 

Beading and high doming are as characteristic of 
Scandinavian silversmithing as the acanthus leaf was es- 
sential to Corinthian architecture, and the different ways 
that these authentic elements of Northland design are 
incorporated into the various pieces will be of interest to 
every jeweler. 








THE WORLD’S MOST S HONORED WATCH 


Winner of 10 world’s fair 
grand prizes, 28 gold medals 





O advertising campaign in the jewelry 

industry exceeds in scope and com- 
prehensiveness the current Longines- 
Wittnauer program. Literally every 
medium is included.... national weekly 
and monthly magazines, time signal 
radio, the World’s Most Honored Music 
radio program, car and bus cards and 
newspapers in 200 cities, sports advertis- 
ing at 1000 events, outdoor signs, displays, 
and unique store promotion. As the full 
force of this advertising is reached in the 
Fall selling season, sales in every store will 


rise even beyond present record levels. 


WITTVAUBR WATCHES 





Wes (2 Years og Séterce 


Longines-Wittnauer is the one fine line 
no fine jeweler can afford to be without 





LONGINES-WITTNAUER WATCH CO. INC., 580 FIFTH AVE., NEW YORK, N. Y. 
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Synthetic Emerald 
Mlade in U. &.3 


How to Detect le 


by DR. FREDERICK H. POUGH 
Acting curator of geology and mineralogy, 
American Museum of Natural History 


HE long-anticipated general distribution of syn- 

thetic emeralds seems at last to be nearer to fulfill- 
ment, with the successful American manufacture of very 
creditable synthetic crystals. Long an academic ques- 
tion, the problem of the identification of synthetic 
emerald now becomes one with which every jeweler is 
faced. The easy recognition of these stones is a vital 
matter, and the jeweler who wishes to retain his custom- 
er’s confidence must be able to give a positive answer, 
and explain the reasons for his determination. 

Synthetic emeralds are now made and sold in the 
United States. How many of them have been sold is 
uncertain, but one may be reasonably sure that they are 
not very numerous as yet, nor are they very large. 

At the present time the maker is keeping the process a 
secret, rather than patenting it, as he feels that the years 
of research and experience which it took to discover the 
method safeguard his ownership of it more effectively 
than law and the courts could do. Consequently, noth- 
ing can be said about the manufacturing process, other 
than that it represents an entirely different method from 
that used in the formation of synthetic sapphires and 
rubies. 

The latter are made by the melting of a powdered mix- 
ture of aluminum oxide with enough of a pigmenting im- 
purity to color the stone properly, in an oxyhydrogen 
flame. The result is a rounded pear-shaped “boule,” 
without angles and without crystal form. 

The new emeralds, on the other hand, are in sharp 
crystals with the same outlines and the same angles as 
those of the genuine stone. Because of this, we can say 
with certainty that they must have been crystallized out 
of a solution or from a melt, probably the former. Of 
the rate at which the crystals grow, and of the tempera- 
ture controls which are necessary, nothing has been told, 
but the process surely requires more time than the 
oxyhydrogen fusion. 

Moreover, while synthetic rubies and sapphires can 
be bought at only a few cents per carat, synthetic 
emeralds are much more expensive, and today they are 
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SYNTHETIC EMERALD CRYSTALS—U. S. AND GERMAN 


Left—The synthetic emerald crystals now made in America are small 
and form in crystallized crusts. Right—Older German crystal clusters 
torm as units, not as crusts. Newer "Igmeralds" are in single crystals 
without secondary growths. All are dark and opaque in the rough 
state. These photos show the crystals twice actual width and height. 


NATURAL AND SYNTHETICS, MAGNIFIED 13X 
Photographed, immersed in oil, in reflected light 


The "garden" in a 
typical Colombian 
emerald is composed 
of flaws, fissures and 
black inclusions. They 
are irregular in 
shape and random 
in location, following 
no continuous bands. 





The smoke-like wisps 
which characterize 
the Igmerald (syn- 
thetic emerald from 
1. G. Farbenindus- 
tries, A.G., the Ger- 
man dye trust) are 
composed of innu- 
merable microscopic, 


flattened bubbles. 


The fewer, coarser wisps of the American 
synthetic emeralds are even more apparent 
in the clearer gem and it is easier to see 
the individual bubbles of which they are 
composed, when observed through a 10- 
power loupe. All of the stones shown in this 
series are of the same depth of color. No 
American synthetic emeralds of comparable 
size with the German were submitted for 
the examination. 
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Since 1894 the MIKIMOTO seal on a necklace or bracelet has been a safeguard —a guarantee to 
you and your customers of the highest quality of Cultured Pearls — grown in the living oysters — by 
MIKIMOTO —the originator and inventor of Cultured Pearls. 


In your advertising promotion, in your windows and store displays feature MIKIMOTO perfectly sym- 
metrical, exquisitely lustrous Cultured Pearls for increased business and better profits. 


It a visit to one of our offices is not convenient, 
we invite your inquiry by mail. 


h. MIKIMOTO, ING. 


630 Fifth Ave., New York 
55 E. Washington St., Chicago 209 Post St., San Francisco 
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being offered at prices from 1/2 to 2/3 those of the 
genuine material. Calibre-cut stones now being sold to 
collectors probably cost more than genuine stones of the 
same size. Little is known about the size of the stones 
which have been sold; all that we have seen are ex- 
tremely small, less than 14 of a carat in weight. Some 
of the German “igmeralds,’ on the other hand, are as 
large as 1% carat. 

Assuming the eventuality of mass production of the 
synthetic emeralds, this price and size situation would 
undoubtedly be altered, but in any case, they probably 
will never approach the cheap doublets and glass imita- 
tions in cost. The parallel would be more nearly that 
of the price of cultured pearls as compared to natural 
pearls, and with the glass imitations and other substitutes 
taking the same relative position as the cheap imitation 
pearls. Whether or not they will be produced in quantity 
and how much the price will be lowered, depends upon 
the demand, and to some extent, upon the maker’s suc- 
cess with the manufacture of larger-size crystals which 
will make reasonably good-sized finished gems. 

A comparison of these gems with those of the German 
dye trust, the I. G. Farbenindustrie, reveals many simi- 
larities, though the American maker thinks that his proc- 
ess is quite different from that in use in Germany. The 
rough crystals made in Germany are larger than any- 
thing which has been seen here so far. The German 
crystals tend more toward the development of a cluster 
of crystals around a single large crystal, or, said to be 
a later phase, a single large crystal, while the American 
crystals produce crusts of many intergrown individuals. 
The crystal outlines are also different. The German crys- 
tals show many prism faces, the crystals hardly look 
hexagonal, so numerous are the truncations; while the 
American crystals are clearly six-sided, with small prisms 
truncating each of the edges of the dominant prism. The 
American crystals are a little more tabular than the Ger- 
man, and both are abruptly terminated by flat faces, 
pinacoids, rather than by the slanting pyramidal faces 
seen on many natural crystals. The numerous prism 
faces of the German crystals are never seen on the nat- 
ural crystals. 

So much for the rough—both the German and Ameri- 
can are typically as described and any mineralogist or 
jeweler who has studied the photographs would have no 
trouble in identifying the synthetic crystals. 

At the time of the publicity concerning the so-called 
“igmerald,”’ considerable emphasis was placed upon 
minor differences in the physical properties of the gen- 
uine and the synthetic emeralds which would enable the 
experienced gemologist to distinguish them. However, 
these differences were, on the whole, too small for prac- 
tical use by jewelers lacking in knowledge, experience 
and most of the necessary instruments, who were faced 
by a set stone and the need for a rapid decision. For- 
tunately, a far simpler and more obvious means of dis- 
tinction is available, a means which the tyro as well as 
the expert can use for their identifications. 

Of course, cut synthetic rubies and sapphires betray 
internal characteristics resulting from the rounded shape 
in which they were made and the absence of their crystal 
outline. The jeweler looks with his loupe for the curving 


(Please turn to page 54) 
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NATURAL AND SYNTHETICS, MAGNIFIED 


Photographed, immersed in oil, in transmitted light 








The innumerable tiny bubbles of the wisps make smoky 
clouds instead of opaque areas in German Igmeralds. 10X. 





The coarser, fewer bubbles of the American synthetic 
emeralds make the wisps seem more solid. 13X. 









G.1.A. photo 


Angular, irregular cavities filled 
with liquid and a black-appear- 
ing gas bubble are said to be 
characteristic of natural em- 
eralds. Magnification 30 times. 
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The large bubbles of 
the natural emerald 
reflect all of the 
light and make what 
appear to be large 
opaque areas. 
Smaller bubbles and 
other minerals add 
to imperfections. 3X. 


At higher magnifications, the 
individual bubbles of the 
American synthetic emerald 
wisps are readily visible. 28X. 























DEFENSE 1S IN CAHOOTS WITH CUPID! 


Youths in strange new khaki leave in trains and their beloveds 
wave good-bye . . . eyes shining with love, the token of their 
pledges sparkling on engagement fingers. Young love finds a new 
urgency. The diamond business booms. 

Are you getting your share? Are you pushing diamonds in local 
newspaper space, in windows, in counter displays, on the radio? 
With marriages increasing and the eye-compelling diamond adver- 
tising campaign continuing to sell this precious gem in major maga- 
zines, there are profits to be made now. Carefully planned promotion 
material can be obtained at cost by writing The Reuben H. Donnelley 
Corp. (Diamond Promotion Dept.), 305 East 45th Street, New York. 
De Beers Consolidated Mines, Ltd., and Associated Companies. 
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New American Industry Polishes 
Synthetic And Semi-Precious Gems 












REAT wars muddle international trade, and the 
first reaction of an industry which has depended 
for some of its needs upon imports is one of alarm. It 
was thus with the dye and optical industries during the 
first World War; yet new and vigorous enterprises took 
root and eventually made us independent of foreign 
sources. 

The manufacturing jewelry industry, and its branches, 
is now similarly developing new processes and technics 
to supply America’s needs against a drying up or com- 
plete stoppage of imports of many sorts of goods. For 
instance, the watch industry is at work on stop watches, 
navigational watches and marine chronometers; the 
watch case industry has introduced waterproof cases; 
more than one diamond-cutting establishment is set to 
produce melee in both New York and Porto Rico, and 
several major chemical firms are experimenting with 
the production of synthetic corundum for watch jewels, 
bearings and possibly also for jewelry purposes. 

In still another field, the current war with its threat 
to continued imports has created new activities of great 
promise within the jewelry industry. This is in the com- 
mercial processing and polishing of semi-precious and 
synthetic stones, the great bulk of which has come, even 
in recent months, from Germany. 

Adolf Meller Co., of Providence, R. I., began three 
years ago to lay the groundwork for what is today 
America’s first factory for the fashioning of such stones 
on an industrial production basis. Old hands with colored 
stones, this company had been importing semi-precious 
and synthetic gems since before World War I. Another 
World conflict, the Meller principals thought, might cut 
off such importation altogether, and the only way to 
guarantee a continued U. S. supply would be to process 
and polish in this country. Difficulties, at the outset, 
were many: no service industry existed in this country 





with experience in the equipment needed for the particu- 
lar type of goods the Meller Co. wished to make, nor 
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| Left—This section of the polishing department 
} in the Adolf Meller Co. factory at Providence, 
| _ is devoted exclusively to the polishing of black 
onyx. Note rheostat-controlled boilers in which 
the agate blanks are saturated with sugar 
honey before being carbonized solid black. 


Below—Precision drills cut holes in micrometer- 
marked stones, with spherical countersinking, 
both in front and back of the holes, to allow 
secure rivetting or trim without breakage. 





were there American workmen familiar with production 
methods and requirements. So the firm started from 
scatch, developing its own equipment and working out its 
problems on a trial and error basis. 

With the assistance of the Rhode Island departments 
of education and labor and the Providence schools, young 
people with handicraft training were tested for finger 
dexterity and muscular coordination. ‘Those possessing 
the greatest adeptness were selected to learn the various 
phases of the processing of stones. 

During 1939 and the first five months of 1940, the 
Meller Co. obtained and built needed equipment and 
completed the training of operators. Finally, on June 1, 
1940, the company launched its regular production 
schedule. 

Today, Adolf Meller Co. is sole occupant of a brick 
building at 400 Charles St., Providence, and employs 50 
people in the production of black onyx from Brazilian 
agate and in the polishing of synthetic ring stones from 
purchased red corundum and blue spinel boules. The 
factory operates 48 hours or more a week. 

All the rough agate and synthetic material is first 
blanked out in the slitting department, where five 
American and five imported machines develop in ex- 


cess of 600,000 cutting inches a minute. Present rate 
(Please turn to page 53) 


THE JEWELERS’ CIRCULAR-KEYSTONE 























JEWELRY ON THE AIR 


(From page 39) 


Davidson & Licht Co., in Oakland, for the past four 
years. Originally, the interview topics were kept non- 
controversial so far as the public welfare is concerned. 
But it did not take long to discover that Mr. and Mrs. 
America like to air their opinions on national and inter- 
national issues instead of trying to find out why gentle- 
men prefer blondes, if they really do. Good will is 
created by means of interpolated announcements in 
which some civic or cultural enterprise or local sports 
event gets a friendly publicity boost. 

The regular broadcasting place is the entrance to 
the Davidson & Licht store. The time is 12:15 (noon), 
and the crowd usually numbers around 50. Following 
is the outline of a program heard by the writer, the 
day being selected without knowledge of what was to 


come: 
Announcement of the exact time as indicated by the 
store’s sidewalk clock. . . . A short announcement that 


had to do with the charge-account features, including 
one year to pay, of the optical department. 

The interview phase of the program was mentioned 
but not started until a planned interview with a repre- 
sentative from the Shrine Circus-—an annual charity 
activity giving performances during the week at the local 
auditorium—had been given about two minutes’ time. 

The interview topic was, in substance, “Should the 
President ‘crack down’ on labor because of the many 
serious current strikes that are affecting the defense pro- 
gram?’ Five men and three women were interviewed. 
Each was presented with a copy of the Constitution——a 
practice that has been in effect for some time—and guest 
tickets to a movie. (On occasions merchandise—a piece 
of table silver in a pattern then being promoted, for ex- 
ample—is presented, with preference being given to the 
ladies when selections are made.) 

The mid-program commercial announcement was used 
to invite all listeners as well as the sidewalk audience to 
call at the store and get a free bottle of eye-glass cleaner 
at the optical department. . . . The third and closing an- 
nouncement was a practical duplication of the first, deal- 
ing exclusively with the charge-account policy of the 
optical department. 

A test of this program’s selling power developed some 
months ago out of an interview discussion about the 
American flag. Someone started things by deploring the 
fact that many of the button and lapel flag pins then 
being sold were made in foreign countries with little re- 
gard for proper coloring and other details. A supply of 
correctly-designed and colored buttons and pins—made 
in America—was promptly secured. In less than three 
months nearly 25,000 of them were sold at 25 cents each. 

More than 100,000 pieces of mail have been received 
by Davidson & Licht, as a result of the approximately 
2,000 of these broadcasts they have sponsored. This re- 
sponse has been supplemented by many thousands of 
telephone calls and over-the-counter remarks utterly be- 
yond computation. 

An original sort of “Quiz Kids” program has been 
sponsored for more than a year by Dodd Credit Jewel- 
ers, Inc., of Cincinnati, and broadcast each Sunday after- 
noon from 4:30 to 5 o'clock over WKRC. , 
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Dodd’s program is called “Hello Teacher.” Each 
week, teams compete from the same grade in two Cin- 
cinnati schools—eighth grade, elementary school, through 
fourth year high school. Naturally, boys and girls from 
all grades in the competing schools, together with many 
of their families, are prone to listen out of “school 
spirit”; thus Dodd’s listening audience increases. 

Weekly prizes include a $29.75 wrist watch to the boy 
or the girl who contributes the highest percentage of 
correct answers; a pen and pencil set to the boy or girl 
who has the highest score on the losing team, and a 
pencil to each member of the winning team. 

Cost of the show, says I. W. Engel, Dodd store secre- 
tary, is less than that of an eighth-page advertisement 
in a Cincinnati newspaper. “Interest in this sort of 
radio show builds up, and now we believe we get more 
prestige-building from our radio program than we could 
from any other medium.” 

However, the expense of the program mentioned may 
be too great for some jewelers. Many retailers have met 
that situation by becoming joint sponsors of popular 
local programs. For example, a quarter-hour Man-On- 
The-Street program that has been on the air in Utica, 
N. Y., for four years is jointly sponsored by five re- 
tailers. It achieved a 20 percent rating in a survey 
covering 2000 people, mostly business men. Small-town 
jewelers, like H. C. Corey of San Luis Obispo, Calif.— 
population slightly over 8000—have their opportunities. 
too. With six other local merchants he sponsors a strictly 
local half-hour program and, in his turn presents a $5 
merchandise certificate to some lucky member of a club 
that is promoted over the air. 

Yes, radio advertising is worthwhile for the average 
retail jeweler—providing he starts out with an easily 
acquired understanding of the factors on which the suc- 
cessful use of the time he pays for depends and proceeds 
with due patience along the lines they dictate. 


DE BEERS' DIAMOND CAMPAIGN ENTERS 3RD YEAR 


Following an estimated increase of 40 per cent in 
retail diamond sales during the past two years, plans 
have been approved by DeBeers Consolidated Mines, 
Ltd., for the third consecutive year of national diamond 
advertising and promotion in the United States, begin- 
ning in September and extending through August, 1942. 

Handled for DeBeers by N. W. Ayer & Son, Inc., the 
1941-42 diamond program will reach a larger audience 
than in either of the previous years, with 10 four-color 
advertisements scheduled for The Saturday Evening 
Post, Life and Time, six four-color advertisements for 
Vogue, Harper’s Bazaar and The Ladies’ Home Journal, 
and 10 two-color advertisements for The New Yorker, 
in addition to a campaign in the trade press. 

There are to be three separate appeals within the 
over-all advertising campaign. The first, addressed to 
young men and women, will concentrate on the diamond 
as the engagement stone. The second, addressed to older 
men and women, will feature the diamond—and espe- 
cially the diamond solitaire—as a necessary adjunct of 
style and fashion. The third campaign, addressed espe- 
cially to men, will feature jewelry made of brown dia- 
monds for masculine wear. 


49 








THE DIAMOND INDUSTRY IN 1940 
(From page 41) 


must change. The stocks of diamonds in the hands of jewelers 
outside the United States must be pitifully small. 


CUT MARKET 

In January there was a large demand for eight facets and 
other small cut, taxing the supply. The European prices were 
double those reigning before war was declared. The price 
increase was due to restricted exports of small rough from 
England to Belgium and Holland and to increased wages 
enjoyed by the cutters. The prices of other cut rose in 
sympathy. The large demand for cut continued till about 
Feb. 20, when high prices cut down the demand for small cut. 
Prices for small cut receded slightly, sizes remaining firm. At 
that time prices for cut were actually higher in the European 
cutting centers than in America and the United States for 
a few weeks ceased to buy small. March was a relatively 
quiet month with few foreign buyers at Amsterdam and Ant- 
werp; the demand for smalls even at somewhat more reason- 
able prices was small. There was, however, a good demand 
for sizes, although the American demand was largely satisfied 
by its own cutters and by refugee goods. Similar conditions 
prevailed most of April, but toward the end of the month 
small cut was again in demand. In London, large fine brilliants 
and emerald cuts were scarce and were eagerly purchased 
even at high prices. 

Large cut stones (over one-half carat), since September, 
1939, have increased in price from 10 per cent to 20 per cent, 
with the supply adequate. Small cut has doubled, or even 
quadrupled, in price, and some holders are unwilling to sell 
even at such prices. While the price tendency is still upward, 
it has been more or less stabilized since July, and poor 
quality goods even showed a tendency to recede in price in 
August. Mediocre melee, such as formerly was not salable 
in the United States, is appearing on the market. The stocks 
of small cut in America are not large, and the amount 


The information contained in this review is only a 
brief summary of an elaborate and thoroughly de. 
tailed study which has been prepared by Sydney H, 
Ball, for THE JEWELERS’ CIRCULAR-KEYSTONE, 
covering every phase of the diamond industry during 
1940. 

The complete text of Mr. Ball’s report, which 
includes tables of production, consumption, sales 
and prices, has been printed in booklet form for 
readers of this publication who may have use for 
the complete data. 

A copy of the booklet “The Diamond Industry in 
1940,” will be sent without charge to anyone engaged 
in the jewelry business requesting the booklet upon 
his business letterhead. Request should be addressed 
to THE JEWELERS’ CIRCULAR-KEYSTONE, 100 E. 
42nd St., New York, N. Y. 








spinmcanincriaiaees — 


imported in 1940 was small, although late in the year some 
melee from cutting centers controlled by the Nazis began 
to arrive in this country. 


UNITED STATES IMPORTS 

The value of the 1940 diamond imports, $33,605,646, was 95 
per cent of those of 1939, 94 per cent of those of 1937 and 648 
per cent of the 1929 imports. The imports of rough exceeded 
in value those of 1939 by 45.7 per cent, while the cut were 
but 80.3 per cent of those of 1939. The switch was largely the 
result of the invasion of the Low Countries and the consequent 
“blocking” of their cutting industries and the moderate expan- 
sion of the American cutting industry. 

The average per carat price of cut ($68.46) was 21.9 per 
cent higher than that of 1939 ($56.17), due in part to the price 
appreciation in all cut but largely to the smaller proportion 
of small cut imported in 1940 as compared to 1939. The average 
price of rough ($50.88), slightly below that of 1939 ($51.67), 
notwithstanding the upward tendency of the rough market, 
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suggests that the American cutting industry intends to cut 
ller stones than in the past. Figures of imports in 1940 


sma 
follow: 
CUT, BUT NOT SET Per 
Cent Per Carat 
Carats Value of Total Price 
TOTAL 1940 CUT IMPORTS 321,499 $22,009,943 a $68.46 
eer 242,326 $15,187,583 68.8 $62.47 
Union of South Africa ... 24,264 2,801,069 12.7 115.44 
Netherlands .....---- 34,337 2,314,964 10.5 67.42 
United Kingdom ......... 8,341 752,804 3.4 90.25 
) reece 6,487 582,519 2.6 89.80 
TAGEREE 4p ccdee sce rec ceess 1,612 140,058 6 86.88 
Palestine 1,123 92,318 4 82.27 
Switzerland .... 995 87,894 4 88.33 
U.S.S.R. (Russia) 1,017 39,986 a 39.32 
British India ..... 307 26,873 a 87.53 
Netherland Indies 501 18,593 PS | $7.11 
OE cibscevaca weeseceees 131 10,884 aoe 83.08 
Mexico 40 3,465 86.63 
Pee cc: 18 933 51.83 
ROUGH, OR UNCUT Per 
Cent Per Carat 
Carats Value of Total Price 
TOTAL 1940 ROUGH IM- 
1. 5: SPPPPeerereeeerie 227,886 $11,595,703 $50.88 
Source: 
Union of South Africa ... 222,615 $11,222,372 96.8 $50.41 
MEN ach tenecketar na hse 3,436 322,773 2.8 93.94 
Netherlands Indies ... 1,789 45,423 4 25.39 
Venezuela ........ 46 5,135 111.63 


Of the cut goods imported in 1939, stones weighing less 
than 1/10th of a carat made up about 87 per cent of the 
weight and 81 per cent of the value: the 1940 corresponding 
figures were respectively 83.2 per cent and 75.17 per cent. 








The smaller percentages were largely due to the invasion of 

the Low Countries. For the first five months of the year, as to | 
value, imports were normal (81.5 per cent): they then fell off | 
rather consistently till October (51.8 per cent) with a rise | 


in November (59.7 per cent) and a marked rise in December 
(74.8 per cent). The rise in the last two months of the year 


were due in part to an increase in imports from Nazi-held | 


territory (perhaps cut before the invasion) and perhaps in 
part to sales of small in bonded warehouses in the United 


States. 
Imports of small in 1940 were in carats but 69.2 per cent 


of those of the years, 1936-9. The relatively slight increases in | - 


the per carat value of the small goods ($61.86 in 1940 as 
opposed to $52.14 in 1939 or 18.6 per cent) suggests that 


poorer grade smalls were imported in 1940, than in 1939 in | 


view of the doubling or tripling of the retail prices in America 
of that grade of goods. 
Recent figures follow: 


Diamonds, cut but unset, suitable for jewelry imported into the 
United States, 1936-40, by size 


Less Than Ten 
Stones per Carat 


Ten or More 
Stones per Carat 


Per Per 
Year Carats Carat Value Carats Carat Value 
(ere 77,803 $64.74 $5,037,052 367,807 $48.04 $17,670,651 
| re 62,702 88.12 5,211,819 454,975 64.18 24,648,577 | 
| eae 35,393 81.58 2,887,451 295,532 47.81 14,129,391 | 
ae 60,332 84.65 5,107,173 427,822 562.14 22,310,100 
BONO cecwecs 54,005 101.05 5,457,151 267,466 61.86 16,544,568 | 


DIAMOND CUTTING 


The cutting industry for four months was more or less | 
normal, but with the German attack on the Low Countries | 


in May it was completely disorganized. Normally Belgium 
and Holland fashioned 90 per cent of the world’s cut and in 


a day the industry saw almost its whole processing branch 
wiped out. At present there are two cutting industries; the | 


German-controlled, with men and cutting equipment, but 


with a meager and irreplacable stock of rough, and a limited | 
market for its product—and the free industry, with relatively | 
few cutters and little equipment, but with rough available | 


and an eager market for cut goods, particularly the smaller | 


sizes. The free market cannot expand markedly except after | 


a long time-lag; to properly equip even the comparatively 
few Belgian and Dutch cutters who escaped will take some 
months, and it may well be several years before the cutting 
branch of the industry is again on a satisfactory basis. 


CUTTING IN THE UNITED STATES 


A small cutting industry has existed in the United States 
for the past 70 years and in the late twenties some 700 cutters 
were employed. 
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At the end of 1940, some 450 cutters were employed in the 
United States, most of them in New York. On May 1, 194), 
the number was about 550. 

On March 3, 1941, the 30 master cutters in New York and 


the Diamond Workers’ Protective Union signed a one year’s 
agreement by which a minimum wage of $120 for a 35-hour 
week was guaranteed the men. This wage increase will add 
some 10 per cent to American cutting costs, thus still further 
increasing the cost of American cut stones. At the same time, 
it is understood that in one shop at least in the near future 
young Americans are to be signed on as apprentices, and at- 
tempts will be made to so mechanicalize the art that youth 
may be trained to cut small sizes at more or less the previous 
European cost. Each operative will perform but one step in 
the process of cutting, the stone passing along a production 
line, as in other American mass production. These operatives 
are to be considered apprentices by the union. 


WORLD PRODUCTION 

Normally there is documentary evidence upon which to base 
figures of the world’s diamond production: in 1940 practi- 
cally all figures are estimates, but these have been checked 
in many instances with confreres familiar with each field and 
the estimates are believed to be roughly correct. The world 
production of diamonds (gem and industrial) in 1940 is esti- 
mated to have been 14,140,200 carats (2.828 metric tons) worth 
about $31,000,000. ‘This is as to quantity an all-time record 
and an increase over the 1939 production of 13 per cent by 
weight and a decrease in value of 23 per cent. This is due 
to the fact that the increase was largely in bort, with the 
gem quality stones decreasing in weight by some 22 per cent. 
By weight the Belgian Congo was by far the largest producer 
(77 per cent) and by value it also led (24 per cent of the 


| total). Since only one pipe mine was operated and that for 
| but eight months, the alluvial mines produced 97.5 per cent 
| by weight and 91.4 per cent of the value. The British Empire 





produced 14.2 per cent by weight and 37.1 per cent of the 
value. Of the total production, only about 15 per cent by 
weight were gem stones. 

The following table gives, as accurately as available sta- 
tistics permit, the production for the past three years: 


World Production of Diamonds, 1938-40, by Countries, in Metric Carats 
(Including Industrial Diamonds) 








Country 1938 1939 1940 
Africa: 
NEN. Gicau sia csnuesiannies os 651,265 690,447 *785,000 
ROUEN CORED: 66 tiie cin sceccews 7,205,620 *8,344,765 *10,900,000 
French Equatorial Africa .... 19,644 *16,000 *16,000 
French West Africa .......... 61,928 56,314 *75,000 
Gold Coast (exports) ......... 1,296,763 1,087,652 *825,000 
er re 689,621 *600,000 *600,000 
South West Africa ........... 154,856 36,010 30,017 
RO ret re 3,576 43,445 *2,250 
Union of South Africa: 
SESE See eerie aa 979,460 1,089,144 *351,447 
PRONE oc 6aw ceinceswewewonses 259,148 160,683.75 *172,027 
Total Union of South Africa. 1,238,608  1,249,827.75 *5 23,474 
BONNE oe avgse cited apa iaserasatecolbisia iors hea tele *235,000 *350,000 *325,000 
oe re 32,522 $2,491 *26,764 
Gier CouUntVies§ ......6cccsceses 34,200 19,000 *31,750 
Grand Totéle .....6s6cceovs 11,628,603 12,485,951.75 *14,140,255 
*Estimated. 
+Exports. 


tIncludes 1009 carats produced by debris-washers. 

§1938-39, Borneo, India, New South Wales, U.S.S.R., and Venezuela; 
1940, Borneo, India, New South Wales, U.S.S.R., Venezuela. 

The Belgian Congo increased its production, largely from 
the mines producing industrials, markedly, and Angola showed 
a 15 per cent increase. The production of the Go!d Coast was 
drastically curtailed, while the South African pipe mines pro- 
duced but about 32 per cent of what they did in 1939. 


INDUSTRIAL DIAMONDS 

Imports of industrial diamonds into the United States 
reached an all-time peak in 1940, and for the second year ex- 
ceeded consumption, notwithstanding the latter’s rapid growth. 
It is likely that there has been built up in this country in the 
past four years a stock of industrial diamonds equivalent to 
perhaps something over a year’s consumption. Consumption is, 
however, rapidly increasing due to our preparedness program 
and as we produce ne diamonds, industrial diamonds remain 
one of the critical miner: |s, a further stock of which should be 
built up. 
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In 1940, the United States perhaps used about 2,000,000 


carats of industrial diamonds; in 1941 this should be increased | 


by at least 33 per cent. On July 2, industrial diamonds were 
proclaimed to be one of the articles placed under the export 
licensing systems by President Roosevelt: on Dee. 20, 1940, 
and effective Jan. 6, 1941, diamond dies, diamond-set tools 
articles containing diamonds * were included under the same 
category as industrial diamonds. Newspaper reports indicate 
that the American government is to stock industrial diamonds 
and that a considerable sum of money had been earmarked 
for this purpose. Donald M. Nelson, Defense Director of 
Purchases, stated as of April, 1941, that Brazilian industrials 
were being purchased by the government to the amount of 
$100,000. 

Features of the 1940 trade were the further expansion of the 
use of diamond-impregnated wheels and tools with a powdered 
metal bond, the increased use of very small borts in drilling 
and other uses, the increased use of mechanically-set bits in 
drilling and the increased use of fine crystals for diamond dies. 
The increased importance of Brazil as a source should be 
noted. 

Imports of industrial diamonds into the United States for 
the past six years follow: 


Value 
Year Carats Total per Carat 
WORE o edseacneneeensrens 954,589 $4,293,611 $4.50 
BM cna cnc cuemanannes 1,165,894 4,328,429 3.71 
BOE Srie dawevcesnenens 1,885,970 6,542,365 3.47 
Pekan he uancaenen 1,396,247 4,218,412 3.02 
jt | errr cr rr 3;568,730 9,725,683 2.73 
BOM Kis esivwatcsuuacees 3,809.071 11,026,563 2.89 


In addition there should be added to the above a small 
amount of diamond dust imported (1939, $4278 worth; 1940, 
$2,515 worth) and borts in tools (1939, 1381 carats worth 
$34,618 and 1940, 785 carats worth $19,660). 


NEW AMERICAN INDUSTRY 
(From page 48) 


which is rapidly expanding, is at the rate of 6000 blanks | 
of agate and 1000 blanks of synthetic stones each week. | 


After leaving the slitting department in their natural 
gray condition, the agate slits are boiled in a sugar honey 


solution during a period of three to six weeks, to allow | 
them to absorb sufficient sugar honey to become solidly | 
black all the way through in the carbonization process | 


to which these stones are next subjected. 


Then, the black onyx and the synthetic stone blanks | 
are cemented on rosewood dops, lathed in the plant, and | 
are shaped and sized in the cutting department. The | 
polishing department has two sections, one for black | 


onyx and one for synthetic ring stones. 

The drilling department is powered with 18 precision 
drill presses. Here the stones are drilled and countersunk 
front and back, after the positions for the holes have 
been micrometer marked. 

At present, Adolf Meller Co. specializes in flat or buff 


top stones, single or double beveled, and either undrilled, | 


drilled, or drilled and slotted. Delivery is promised in 
six to eight weeks after receipt of orders, with a mini- 
mum order of 300 stones per size and shape required on 


black onyx up to size 18 x 9 m/m, and of 150 stones per | 


size and shape for black onyx 18 x 13 m/m and larger. 


SANTA'S FACE STOPPED 'EM IN JULY 


“Could Christmas come so soon . . .?” asked readers 
of the July newspapers when they noticed a line cut 
of Santa’s familiar looking face. And, their eyes were 
right, but their dates . . . well, it was Ted Syman, of 
Denver, Colo., telling the world that “Syman’s for Dia- 


monds” was air-conditioned “as cool as Christmas Time!” 
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As brilliant. as striking in design as the 
aristocratic peacock —W adsworth Watch 
Cases. Since 1889, Wadsworth Watch 
Cases have been first choice where high 
quality, beauty of design, and supreme 
workmanship are demanded. 


Offices 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Vadsworti 


THE WADSWORTH FWATCH CASE CO., INC. DAYTON, KENTUCKY 
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Genuine “Trublak” 


(TRADE MARK) 


BLACK 
— ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


Minimum quantity required per size 
and shape ... 300 pieces. 


NO JOBBING ...NO RECUTTING 











SYNTHETIC EMERALDS MADE IN JU. S. 7 


(From page 46) 


lines which are almost always to be found in the syn- 
thetic, and which mark the growth of the sapphire or 
ruby boule, as drop after drop fell upon the growing 
mass, solidifying almost instantly and never mixing with 
the preceding drop. Bubbles of air or water vapor in- 
cluded in the fiery liquid are preserved in rounded shapes 
and serve as another means of differentiation. 

Our new synthetic emeralds, however, grew as crys- 
tals; their natural outlines as sharp and straight as those 
of the crystals created by nature and their included bub- 
bles or color bands could be just as angular and just as 
marked as any in a natural crystal. Consequently, those 
curving lines and round bubbles seen in the synthetic 
rubies and sapphires will not be found in the emeralds, 
nor should they be looked for. Experience, and a care- 
ful study of photographs like the accompanying ones, is 
the only simple means of identifying the new synthetics; 
with that, and a ten-power loupe, it becomes easy. 

The new American material shows the same wisps, 
like threads of drifting smoke or fog, which are ap- 
parently composed of infinite numbers of lenticular bub- 
bles, and which were noted in the German gems. Those 
which were examined were a little clearer than the cut 
German stones, and perhaps because of this the wisps are 
even more prominent than in the earlier stones. Their 
origin is unknown; the maker thinks that they may be 
due to impurities in the chemicals which are used. 

If this is so, then their appearance in both the German 
and the American gems is understandable, despite the 
inferred differences in the methods of manufacture. They 
do not appear to be arranged in any particular pattern in 
the crystals, they weave around within the crystal, in- 
tersecting and crossing in many directions, and appear 
in all of the gems so far seen. They are readily visible 
in a low-powered loupe. In fact, a little experience en- 
ables a keen observer to see them even with a naked eye. 
They are very unlike the “garden” seen in the genuine 
emerald, which appears to be composed of minute angu- 
lar inclusions, small specks of impurities, tiny flaws and 
fissures, but never a weaving veil-like wisp of micro- 
scopic bubbles. 

It is still uncertain whether these new products of 
man’s ingenuity will be placed widely upon the market, 
or whether there will be sufficient demand for them at 
the present high cost. The appearance of a demand will 
make it certain that they will be sold, if not of this par- 
ticular manufacture or from German sources, then from 
some other source. Their color is too fine and public 
response too certain, for them to lie long neglected. 
Whether or not later stones will show the same charac- 
teristics as those studied here is a question which only 
time will tell, but as long as they are like these, then the 
jeweler may deal with them with confidence and impress 
his customer with his ability to tell the natural from the 
synthetic. 

Remember that the old tests for glass and doublets- 
the emerald filter, the dichroscope, the refractometer and 
the gravity liquids—all are of little or no avail in this 
case, and the most ignorant amateur is as well equipped 
with his ten-power loupe as the most expert professional 
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to render a positive and correct determination of these 
latest tests of the jewelers’ skill. 

The introduction of these synthetics is not a thing to 
be feared, for they may be as readily and surely de- 
tected as can synthetic sapphires and rubies—and if they 
come into fairly wide use they may actually create wide- 
spread public interest in natural emeralds, for human na- 
ture is never satisfied with any substitute. 


"GOOD SALESMEN" WINDOW DISPLAYS 
(From page 33) 


combines ideas and display props, obtained from various 
sources. Here are the contributing sources: Bride doll, 
purchased from a silverware manufacturer; card read- 
ing “Pledge for a lifetime’s happiness is traditionally 
sealed with the gift of the purest of earthly objects, the 
immortal diamond,” furnished by De Beers Consolidated 
Mines; white paper cones for individual ring displays, 
suggested by Vogue magazine; and the sheet of white 
corrugated plastic rolled up to make a display bar for 
rings, which Mr. Blumer read about, he can’t remember 
where. 

This diamond window attracted such attention that 
nine or ten times a day Mr. Blumer had to remove from 
the window the plastic roll on which from 15 to 20 wed- 
ding and engagement rings were displayed, to show the 
rings to people who entered the store as a direct result 
of the display. 

To concentrate attention on the merchandise, the 


Blumer store uses plain window backgrounds—fabrics 
of various colors and materials, stapled to removable ply- 
wood, which is in front of and hides the Circassian wal- 
nut permanent backgrounds. 

The circus-comes-to-town window display, pictured on 
page 32, shows the high attention value which can be ob- 
tained by capitalizing on current local interest. The only 
props were a small net, a funny little elephant, a giraffe 
and a doll dressed as a circus performer—yet these were 
enough to put over the idea of the “greatest show on 
earth.” Animal-figure brooches of popular types were 
displayed, together with colored stone necklaces and 
several gold earrings. Earrings — circles of pearls — 
dangled from the miniature trapeze. 

News events were likewise the subject of the two in- 
terest-generating window displays pictured at the lower 
right of page 33. George T. Brodnax, Inc., welcomed 
visitors to the Memphis Cotton Carnival with an institu- 
tional window that held no merchandise but won the 
attention of passersby and caused them to look at the 
store’s other displays. 

This Brodnax display used a miniature replica of the 
“City of Memphis” sidewheeler, steaming through a 
river of cotton; also several miniature bales of cotton, 
and a couple of baskets heaped high. 

Haltom’s, in Fort Worth, Tex., “where the West be- 
gins,” built sales of Western jewelry from a display in 
connection with the city’s celebration of Western Week 
and the world premiere of “The Westerner.” Cattle 
brands on the fabric background, sage brush, fence posts, 


cattle bones and a cowboy’s boots and saddle lent 
(Please turn to page 59) 
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clock-watch. A _ striking watch that 
sounds hours, etc., as they occur, 
without manual operation, as a 
clock strikes. See REPEATER. 

clockwise. Moving in the same direc- 
tion as the hands of a clock—from 
left to right, looking at the top of 
the path of motion. 


cloisonne (kloy’zoe-nay”). A type of 
decoration for enameled metal- 
ware, consisting of narrow thin 
strips of metal soldered in the 
form of designs to the surface of 
a piece of ware, the spaces en- 
closed by the little metal walls 
filled with different colors of 
enamel, and the enamel surface 
ground and polished after fusing, 
these with the enamels forming 
the decoration. See CHAMPLEVE. 

close goods. Rough diamond crystals 
of regular shape. 

closing. 1. Designates contracting 
diameters of worn pivot holes with 
a punch—a quick, cheap expedient 
inferior in mechanical effective- 
ness to bushing. See BUSHING. 2. 
Contracting diameter of seat for 
mainspring barrel cover, to cor- 
rect loose fit, done with barrel 
closing punch and die. 


cloudy amber. Translucent, semi- 
translucent and opaque amber, 
ranging in color from pale yellow 
to dark brown. 

club tooth. A form of tooth for escape 
wheel in lever es- 
capement, in 
which the end of 
tooth is a short 
plane which 
shares the total 
lifting action of 
the escapement 
with the lifting 
face of the pallet 
stone. This has 
become the pre- 
vailing tooth form, displacing the 
earlier pointed or ratchet tooth 
characteristic of English watches. 

cluster setting. A setting for gem 
stones assembled close together, 
usually in a circle. 

clutch. A device, in a stem-wind 
watch, to shift power from the 
stem to either the winding or set- 
ting gearing. 


Club Teeth 


coarse melée. Small diamonds run- 
ning 6 to 10 to the carat. 

coaster. Disc or plate, usually round 
and with a turned-up rim, used 
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to hold a decanter or drinking 
glasses, to prevent the staining of 
a table top or to save the cloth 
from drippings. They came into 
use in the second half of the 
eighteenth century, and were so 
called because a bottle, placed on a 
coaster, could be “coasted” across 
a polished table top. 


coat of arms. Heraldic bearings origi- 
nating in the 
Middle Ages, now 
frequently used 
to represent busi- 
ness firms, as 
well as_ nations, 
states, cities, 
families, clubs, 
ete. Coats of 
arms, or crests, 
are frequently 
cut by engravers 
on pieces of silverware, signet 
rings and stationery dies. See 
CREST. 


Coat of Arms 


coated stones. 1. Rough diamonds 
which are naturally coated with 
a thin colored layer. 2. Used in 
relation to cut stones it refers to 
the dishonest attempt to conceal 
a yellowish tinge by coloring the 
girdle or the entire stone with 
a thin blue layer. This is detecta- 
ble by examination with a high 
power microscope or by solution 
of the coating in alcohol. 


cobalt (koe’balt). An element which 
is used as coloring material for 
many blue glasses which simulate 
gems. 


cobaltite. A cobalt arsenic sulphide 
resembling pyrite though some- 
what pinker, and sometimes cut 
as a gem. It is an ore of cobalt. 

cobweb matrix. Turquoise with an in- 
teresting network of fine blue 
lines. 


cock. A part of the framework of a 
timepiece holding a bearing for a 
pivot, with a base at only one end 
where fastened to another part of 
the framework. See BRIDGE. 

cocktail fork. Fork with two or three 
tines, somewhat smaller than an 
oyster fork. 

cocktail pick. A one-tined fork used 
with hors d’oeuvres and to extract 
cherries, olives, pickled onions, 
etc., from a cocktail glass. 

cocktail ring. A massive finger ring 
of modern, three-dimensional de- 
sign, usually combining small dia- 








monds and small colored stones 
with gold or platinum. Also called 
bandeau ring. 


cocoanut cup. A cup of medieval 
days, made from half of a cocoanut 
usually mounted with silver, some- 
times on a stand and decorated, 
Also usually lined with silver or 
silver gilt. Made as early as the 
15th century. 


Coddington magnifier. 
lens, convenient- 
ly mounted, used 
largely for in- 
specting dia- 
monds and other 
gem stones. The 
magnifying pow- 
ers may be had 
in strengths from 7 to 20 diame- 
ters. 


An optical 


Coddington 
Magnifier 


coefficient of expansion. Horology. A 
figure stated as a multiplier of an- 
other figure; for example, the co- 
efficient of expansion of steel is 
.0000073 per degree centigrade; 
brass has a higher coefficient; the 
difference in these coefficients is 
the reason for choosing steel and 
brass for making bimetallic com- 
pensating balances. See COMPEN- 
SATING BALANCE. 


coffee service. Consists of coffee pot, 
sugar bowl and cream _ pitcher, 
sometimes with tray, or waiter. 
The coffee pot, sugar bowl and 
cream pitcher are often sold as 
parts of a five-piece tea and coffee 
set, which also includes a tea pot 
and a waste bowl. An after-din- 
ner coffee set consists of small 
cups, often made of silver and 
lined with porcelain, and saucers, 
often likewise of silver. 


coffee spoon. A small spoon used with 
after-dinner coffee or demi-tasse. 

coffee urn. A_ classic-shaped urn, 
equipped with spigot and spirit 
lamp. 

coffin-shaped spoon. A style of spoon 
made in Colonial days with the top 
and sides clipped, giving the han- 
dle the shape of a coffin. 

cog. In gearing, a wheel tooth or a 
pinion leaf. 

coin. This word, when stamped with a 
die, on silver after about the year 
1837 indicated that the metal was 
of the same fineness as_ silver 
money which was and is 900 parts 
pure silver and 109 parts copper. 
This fineness is sometimes indi- 
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Ave you Conszdering 





A definite decision? or a half-formulated plan in your mind ? 
In either case, consult Gordon Brothers for a sound basis on 
| which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Fred W. Brock, Elberton, 
Ga., $20,000. Newsalt’s, Dayton, Ohio, $500,000. Siebel’s, 
Saginaw, Mich., $65,000. Koch’s, Savannah, Ga., $50,000 and 
others too numerous to tabulate. 


WRITE! WIRE! PHONE! 
We'll call on you at our expense, 
and of course keep your com- 


munications confidential. 





GOING OUT OF BIUSINESS 









OR SURPLUS STOCK 
that should be convert- 
ed into cash? Ship it 
to us. Within 24 hours, 
our check goes out to 
you as am offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 
back to you at once! 











ordon 


Brothers 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. 


BOSTON, MASS. 














SILVER 


FOR SILVERSMITHS 





FINE SILVER ANODES AND 
GRANULATED SILVER 999.5-+4 . 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 





PLATINUM AND THE 
PLATINUM METALS 


The American 


Newark 








Platinum Works 


REFINERS — MANUFACTURERS 


New Jersey 








FOR JULY, 1941 
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A JEWELERS' DICTIONARY 
(From page 56) 


cated by the letters C (coin) or D 
(dollar) stamped on the silver. See 
STERLING SILVER. 

coin gold. United States gold coins 
were made of an alloy of nine 
parts pure gold and one part cop- 
per. 

coils. A term used specifically in re- 
ferring to the main body of spiral 
coils below the overcoil of a Bre- 
guet hairspring. 

cold box. A refrigerator in which 
watches are placed for adjusting 
to temperature. 

eold meat fork. Large, four-tined 
fork, used at the table to serve 


cold meats and other foods. Also 
called serving fork. 
collet (koll’ett). 1. Jewelry. a. A 


band or collar used decoratively 
and made with the top and bottom 
edges parallel. 06. A flange in 
which a gem-stone is set. c. 
Same as culet 2. Horology. a. A 
split ring of brass holding the in- 
ner terminal of the hairspring, 
which is pinned to it, to a balance 
staff. 6b. Machinists’ term for a 
spring-jawed lathe chuck. 

Colombian emerald. An emerald from 
Colombia, the locality for the fin- 
est emeralds and often used with- 
out regard to the true source to 
signify a good quality stone. 

Colorado ruby. Misnomer for pyrope 
garnet. 

Colorado topaz. Misnomer for citrine 
or smoky quartz. However, real 
colorless and blue topaz are found 
in Colorado. 

coloring. A surface finish given to 
pieces made of precious metals, 
usually comprising an electroplat- 
ing with pure metal such as 24 
karat gold, on goods made of lower 
karat gold; or a chemical treat- 
ment that absorbs alloy from the 
surface of the metal, leaving the 
surface as a thin film of purer 
metal. 

“Columbus” clock. A 
wooden move- 
ment, verge es- 
capement, and 
foliot balance, 
driven by a 
weight, with one 
hand and wooden 
dial, which has 
die - stamped on 
it a portrait of 
Christopher Co- 
lumbus and the 
date 1492. Although these were 
sold in thousands as a souvenir 
of the Chicago World’s Fair in 
1898, they keep turning up fre- 
quently, thought to be valuable 
antiques, in each case said to be a 
clock “brought over by Columbus 
in 1492.” 

commercially perfect. Misleading 
term sometimes applied to first 
piqué diamonds; i.e., diamonds 


clock with 





“‘Columbus”’ 
Clock 
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with very very slight (vvs) im- 
perfections. The Federal Trade 
Commission condemns the use of 
this phrase. 
commercial standards. Commodity 
specifications established by con- 
sent of an industry and promul- 
gated by the Federal Trade Com- 
mission. Their violation consti- 
tutes an unfair trade practice, the 
continuance of which may be en- 
joined by the Commission. 
commercial white. Misleading term 
sometimes applied to common 
white diamonds with a slight yellow 
tint. The Federal Trade Commis- 
sion condemns its use. Such dia- 
monds should be called top cape. 
common opal. The name given to 
hydrous amorphous silica, opal, 
which does not have the fire and 
play of color characteristic of 
gem precious opal. Common opal 
is frequent and some forms find 
gem use because of the attractive 
coloring sometimes caused by im- 
purities. See CHLOROPAL; CHRYS- 
OPAL; MENILITE; CACHOLONG; HYA- 
LITE; HYDROPHANE; CHINA OPAL. 
compensating balance. A_ balance 
with rim in two segments made of 
steel inside and brass _ outside. 
When an increase of atmospheric 
heat causes a slower timing rate 
in the hairspring, the same heat 
bends the bimetallic segments in- 
ward, making the balance smaller, 
therefore faster in its timing rate, 
sufficiently to offset the slowed rate 
of the hairspring—and vice versa 
when the atmosphere becomes 
colder. The bending of the seg- 
ments is due to the difference in 
the coefficients of expansion of the 
steel and brass in them. Adjust- 
ment to temperature comprises 
trying balance screws in various 
positions on the rim segments, 
during timing tests of the watch 
in oven and refrigerator, so as to 
vary the compensating effects, un- 
til these are as nearly as possible 
made to offset temperature effects 
on the hairspring. See BALANCE; 
COEFFICIENT; ADJUSTMENT. 
compensation. Provision for making 
the timekeeping of balances or 
pendulums uniform during changes 











A GLOSSARY OF TRADE TERMS 


This is the eighth installment of a com- 
prehensive dictionary of trade and technical 
terms used in the jewelry industry. Collabo- 
rators include Dr. Frederick H. Pough, act- 
ing curator of geology and mineralogy, 
American Museum of Natural History; John 
J. Bowman, chairman of the Educational 
Committee of the Horological Institute of 
America, and Joseph D. Little, who for many 
years was prominently identified with the 
silver industry. 


(a 
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of atmospheric temperature jp 
heat and cold. See BALANCE; curp; 
PENDULUM. 

compotier (koh(m) poe’-teeay”). Dish 
four to 10 inches : 
in diameter, 
mounted on a 
pedestal and 
base, two to 
seven inches in 
height. If made 
of silver, the bor- 
der of the dish is 
frequently pierced, embossed or 
chased. Used for serving cake, 
fruit, candy and nuts, according to 





Compotier 


size. Smaller sizes are called bon 
bon compotes. Also spelled com- 
pote. 


compteur (kawn-terr’). Swiss name 
for a watch with a center-seconds 
hand with chronograph action, but 
without ordinary hour and minute 
hands. See CHRONOGRAPH; RAT- 
TRAPANTE. 

comptonite. An opaque variety of the 
zeolite, thomsonite, which occurs 
in a mydaloidal (gas in lava) cavi- 
ties at Good Harbor Bay, Lake 
Superior. It has a _ radiating 
banded structure, white, yellow, 
and green, and washes out of the 
rocks as pebbles which may be 
picked up on the beach. It is 
often cut into attractive cabochon 
gems. See LINTONITE; THOMSON- 
ITE; CHLORASTROLITE. 

concave. Curved inwards. 

concentric. Two or more things hav- 
ing the same center; for example, 
in the balance-assembly of a 
watch, the staff, roller table, hair- 
spring, and balance are concentric. 

conchiolin (kon-ki’o-lin). The nitro- 
genous organic substance in shells 
and pearls which cements the cal- 
cite and aragonite which are the 
principal ingredients. 

conch pearl (konk). A pearl found 
in the great marine conch snail. 
It is usually pink in color but 
never lustrous like a _ precious 
pearl. 

conch shell. Shell of the conch snail, 
used in making shell cameos. 

Congo emerald. Dioptase. 

conical pivots. Pivots used in bear- 
ings with cap-jewels, on balance 
staffs and other arbors moving at 
high speeds with light pressures. 
Also called conoidal pivots. 

Connecticut clocks. A term that has 
come to be used rather specifically 
for old clocks made in the Nauga- 
tuck Valley district of Connecticut, 
prior to approximately 1850; more 
particularly American clocks with 
wooden movements, which were 
nearly all made in Connecticut 
prior to 1840, after which brass 
was introduced. 

conoscope (kon’o-skope). An instru- 
ment for the examination of gems 
in convergent polarized light, 
which gives intereference figures. 
(To be continued next month) 
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“GOOD SALESMEN" WINDOW DISPLAYS 
(From page 55) 
realism to the store’s reproduction of a West Texas 
scene. 

The “treasure chest”, a senior veteran among jewelers’ 
window display themes, seldom fails to win attention. 
T'wo examples of this window treatment, pictured at the | 
top of page 33, were used by Saks at 34th St., New 
York, and by Wynne’s, of Griffin, Ga. 

Saks got a romantic under-the-sea atmosphere, by 





erecting across the middle of the window, about half 
way between the glass and the background, a weathered 
section of planking to represent part of a sunken hull. 


Through a hole in the ship’s frame, spectators saw a | 


pirate’s chest, apparently resting on the floor of the sea, 
with its top open to reveal cultured pearl necklaces and 
other cultured pearl jewelry. 

Wynne’s used a similar treasure chest to accent a dis- 
play of jewelry priced from $6 to $70. Lettering, on the 
front of the chest, read, ‘““Wynne’s, jewelers since 1889. 
The treasure chest store.’”’ A card, to the left, said: 
“Wynne’s is a gigantic treasure chest filled with inter- 
esting gifts gathered from the four corners of the earth. 
You are always welcome at the treasure chest store.” 

An especially effective way of displaying costume 
jewelry was used by Oppenheim Collins & Co., New 
York, as pictured at the lower left of page 32. This 
simple, but dramatic display, consisted of a big, open 
jewel box, propped upright with all types of costume 
pieces pinned to a false floor and the inside cover, which 
were fitted with dark blue velvet. Three velvet pads in 
front also showed costume jewelry. 


START CHRISTMAS IN JULY 
(From page 35) 
ledger—the merchandise desired, name of customer, ad- 
dress, telephone number, price under consideration, buy- 
ing habits and other data. Immediately following the 
prospect’s visit, this information is carefully written 
under the letter-index for the merchandise—R for rings, 
for example. During the year, several hundred such in- 


stances can easily accumulate, all with good sales 


opportunity. 


The followup is made in two ways. About Nov. 1 the | 


store’s five salespeople go carefully through the ledger, 
selecting those notations which they themselves made, 
listing them into individual “campaigns”. From Nov. 15 
until Christmas, each budgets his time to permit tele- 
phone solicitation and followups of each prospect—call- 
ing the prospect during morning hours if possible, or 
even in the evening. In some cases, relatives of the pros- 
pect are called—with suggestions that the latter pur- 
chase the wished-for gift. In almost every case, the 
Christmas ledger notations get results—because of the 
surety of gift-satisfaction involved. Eighty per cent of 
the list is resultful in some way. 

“We think it a mistake to allow a customer to walk out 
into limbo,” Mr. Harwell summarized. “Keeping a 
record of every instance which includes the gift factor 
inevitably will reward the jeweler.” 

And July, it goes without saying, is none too early to 
start one or more of the systems previously described, 
to develop Christmas volume. Like the florists’ poin- 
settias, many a Christmas sale takes half a year or more 
to grow, finally to flower in December. 


FOR JULY, 1941 











Illustrated are two items of a 
most comprehensive selection of 
Zircon jewelry by Church. The 
brooch is 14 kt. green and red 
gold, priced at $60.00 Key- 
stone. The ring is 14 kt. yellow 
gold, priced at $36.00 Keystone. 


CHURCH « COMPANY 


MANUFACTURING JEWELERS 


A 


Ne 
336 MULBERRY ST. » CO ee ee 
West Coast — G. H. OTTO 209 POST ST. SAN FRANCISCO 








® Helm & Hahn Co., Pittsburgh, achieves a 
miniature crown in this finger-ring, which is attrac- 
tively jeweled with pearls and diamond melee. 


® Coffee-lovers will 
cheer Universal's new 
Coffeematic, which 
passes controlled-tem- 
perature water rapidly 
through the coffee for a 
controlled length of 
time. It signals when 
coffee is brewed; then 
keeps it hot until it is 
served. Landers, Frary 
& Clark, New Britain, 
Conn. 





® From the new Beau-Knot wed- 
ding ring and bridal ensembles 
of A. Sauer & Co., Cincinnati. 
Set with a four-point full cut dia- 
mond, this ring is priced at $15. 
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® "Dualtime," new trav- 
eling clock by Henry 
Sochard, Inc., 435 Fifth 
Ave., New York, tells 
both standard and day- 
light time simultane- 
ously; thus is handy for 
commuters and travel- 
ers. There's a calendar 
in the folding cover. 





® The Royal Plush manicure set by 
C. J. Bates & Son, Chester, Conn., 
and 366 Fifth Ave., New York, comes 
in crushed velvet in jewel colors, with 
fittings of fine gold plate. $7.50, 
suggested retail price. 


© Square thin model Empire water- 
proof, shockproof watch. In stainless 
steel, 7 jewels, with regular second 
hand, $27.50; with sweep second, 
$32.50; 17 jewels with reqular sec- 
ond hand, $32.50; with sweep sec- 
ond, $37.50. 7 jewels, r.g.p., $37.50; 
17 jewels. r.g.p., $42.50. 





® The 17-jewel "Prince Norman" water. 
proof chronograph in stainless steel, by 
Jules Jurgensen, has telemeter-tachometer 
dial. Available with assorted dials. $110, 
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® Military novelty watch strap 
made by Pacific Watch Attach- 
ment Co., Stach Bldg., Los Angeles, 
provides for best girl's photo. $I. 
Also straps with service insignia. 
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NEW DIAMOND-GRADING METHOD FOR AGS-GIA 

What is described as the first uniform, scientific meth- 
od of grading diamonds for color has just been an- 
nounced by the Gemological Institute of America and 
the American Gem Society, and is now available to mem- 
bers of these two organizations. 

Although high-powered magnifying lenses make known 
the exact physical extent of structural imperfections in 
diamonds, the question of distinguishing between deli- 
cate nuances in color has always been left to individual 
experts. Now, with the new mechanical color grader, 
invented in the institute’s research laboratories, it will 
be possible to establish an accurate, scientific, standard- 
ized system for classifying diamonds by color, as well 
as by purity of structure and excellence of cutting. 

The instrument, which was developed by the Robert 
M. Shipleys, Sr. and Jr., and is known as the Gemolog- 
ical Institute of America Colorimeter, not only distin- 


Robert M. Shipley, Sr., de- 
signer of the Colorimeter, 
explains the new diamond- 
grading instrument to a 
young lady. The diamond is 
placed in an enclosed tray 
under a magnifying lens, 
where it can be matched 
against a color chart ad- 
justed by a screw on the 
outside of the instrument. 


guishes between the fine nuances of color in diamonds 
but also places accurately according to a standardized 
scale, the exact color of the diamond under examination. 

The diamond or diamonds to be graded are first placed 
in a sliding compartment in the instrument. This com- 
partment is then closed, which eliminates all light except 
that from a standardized interior source, and the dia- 
mond appears against a white background in a semi- 
circular segment of the field of a low-powered micro- 
scopic attachment. The color of the other half of the 
circular field may be varied from colorless through the 
various slight nuances of yellow and when the color of 
this semi-circle exactly matches the diamond, the grade 
is simply read upon an exterior scale—-the yardstick of 
diamond color grades. 

With this instrument it is said to be possible to dis- 
tinguish between 13 different shades within the color 
range covered by the seven grades from “rivers’’ to 
“slightly yellowish” under the present commercial sys- 
tem of grading—i. e., “river,” “‘wesselton,”’ “top crys- 
tal,” “crystal,” “top cape,” “cape” and “slightly yellow- 
ish.” Because of this difference between two systems of 
grading, the colors as determined by the new instru- 
ment are not described by the old terms but by a new 
system of symbols. 

Only two of the Colorimeters will be placed in opera- 
tion for the present—one in the Gemological Institute’s 
headquarters laboratory at Los Angeles, and the other 
in the G. I. A.’s Eastern laboratory at Boston—although 
they may later be released to the trade. To these labora- 
tories the jeweler member of the American Gem Society 
can send a series of his own diamonds, each of a slightly 
different nuance of color, to be graded on the Colorim- 
eter. This series he can then use as a scale against 
which to compare (or grade) the diamonds he buys. 
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OLD GOLD 


SILVER, PLATINUM, FILLED CASES, 
PLATED SCRAPS, SPECTACLES, ETC. 


Doing so, makes it easier for 
people to buy jewelry. 


You assist and make friends 
by rendering a helpful ser- 
vice to them. 


Every day brings shipments 
of old gold from all parts of 
this country. Dee checks are 
always mailed promplly. 


IT WILL PAY YOU TO SHIP TO 
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LATEST! 
MOST ATTRACTIVE! 


PINK GOLD 


ALSO 
RED, YELLOW & WHITE GOLD 
PLATINUM, IRIDIUM-PLATINUM 


GET THE BEST 


JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 








Our Reputation Is Our Success 








WESTMINSTER 


There is a Spode pattern to suit any 
taste or pocketbook. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 
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MRS. AMERICA AND HER SILVER 
(From page 37) 


plated ware among women of moderate incomes, 

Manufacturers’ consumer advertising may help to 
instill the idea of buying a new set of silver, or may 
win the willingness of the customer to accept the brand 
if the pattern appeals to her, but the thing that usually 
determines whether she buys the “Whatsis” pattern of 
the XYZ Silver Co. or the very similar ‘“Whosis” design 
of the equally well-known and acceptable ABC brand 
is pretty much a matter of which line the jeweler fea- 
tures. 

Whatever line or lines he handles, the retailer myst 
have a good variety of types of patterns to please all 
tastes, while the manufacturer needs the active ¢o- 
operation of the merchant for his particular line. 

But to be able to show his patterns and make his sale 
the dealer must first attract the customer to his store. 
Therefore it is important to know what kinds of stores 
women select for buying their silverware, and why. 

On these points some noticeable differences appear be- 
tween different income brackets and even between age 
groups in the same economic level. There is one trend, 
however, that is discernible throughout all income groups, 
and that calls for earnest consideration and vigorous 
action by jewelers. That is the nibbling away by other 
types of outlets of at least a part of the silverware busi- 
ness that used to be the jeweler’s. 

Among well-to-do, upper middle class, and lower mid- 
dle class families alike, the percentage of women under 
45 who bought their silver from jewelry stores was no- 
ticeably smaller than in the older age group. It’s an 
unpleasant fact that the jeweler today does not have 
the same hold upon the silverware business that he did 
25 years ago, but it’s only by squarely facing the facts, 
however unpleasant, and then doing something about 
them, that battles are won. 

The loss has not been primarily to the department 
store but rather to the less legitimate forms of competi- 
tion like the itinerant peddler, the retailing wholesaler, 
the catalog house, and the chain store as the accompany- 
ing charts show. 

The exact percentages going to each kind of outlet 
no doubt will vary somewhat in different communities 
according to local conditions, such as the accessibility of 
wholesale houses, the prevalence of house-to-house can- 
vassing, and the presence or absence of first class de- 
partment stores with well stocked and managed silver- 
ware departments. 

For example, the figure for department store sales is 
probably somewhat above the average for most places, 
even when due allowance is made for the fact that the 
bulk of the department store business is in the plated 
goods which account for the majority of silverware 
ownership, especially among the lower income families. 

Cleveland, where this study was made, has an excep- 
tionally good array of excellent department stores, at 
least two of which enjoy a prestige and reputation equal 
to that of almost any jewelry store and therefore are 
able to offer a competition to the jeweler on a plane 
and to a degree that is seldom encountered. 

For example, as will be presently shown, the number 
of women who gave “reputation of store” as the reason 
for selecting the establishment where they bought, was 
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larger than the number who purchased at jewelry stores. 

However, the trends in buying habits which these 
charts show are probably pretty general throughout the 
country and are worthy of serious consideration. 

The jeweler’s best weapons in fighting illegitimate 
competition are his reputation for quality, for fair prices. 
and for honorable dealing; the prestige of his name 
which makes Mrs. Smith proud to say she bought her 
silver at Blank’s, and the development in his customers 
of the habit of coming to his store. 

Those are overwhelmingly the reasons why Mrs. 
America goes to one store rather than another, and every 
one of them is within the jeweler’s own power to develop. 
Low prices alone or special sales carry far less weight 
in influencing. the customer, and the store that depends 
chiefly upon them is deliberately sacrificing its strongest 
appeal to the public. 

Here are the reasons why women choose one store in 
preference to another: 

Group A Group B Group C 


Store Reputation 55.2% 30.3% 34.4% 
Habit 24.1% 29.8% 29.4% 
Friends’ or Relatives’ 

Advice 8.6% 12.0% 10.0% 
Special Sale or 

Low Prices 10.1% 16.0% 18.2% 
Store Advertising or 

Window Display 2.0% 8.6% 3.9% 
Miscellaneous 3.3% 4.1% 


And now, having selected her store, and having chosen 
her pattern, how does Mrs. America buy her flatware? 
Does she get a complete set in one transaction? Or is 
she more likely to use the place setting plan? Or does 
she assemble a service by irregular purchases—a dozen 
teaspoons today, some matching forks a month or two 
later, some tablespoons after another interval, and so 
on, with no defined program? 

As the candidate of the brown derby used to say, “‘let’s 
look at the record.” First of all, it is clearly apparent 
that the place setting plan has by no means met with the 
reception that its sponsors expected. Mrs. America still 
likes to buy her set complete at one time. She is much 
more likely to do so and pay for it on a budget arrange- 
ment than to use the place setting plan. And if for any 
reason she is unwilling or unable to buy it at one time. 
the chances are greater that she wili buy it irregularly 
than on a basis of place settings. 

Here are the figures: 


Sterling Plated 
Group: Group: 
A B c A B c 
Complete 63.9 89.1 64.0 69.6 80.3 83.7 
Place Setting Plan 27.8 5.0 15.5 8.1 = 4.1 
Irregularity 33.3 5.9 20.5 30.4 11.6 12.2 


After all, it’s logical from the standpoint of both 
jeweler and customer. Mrs. Jones is able to start using 
her new silver right away instead of waiting six months 
or a year, and the store is assured of a complete sale; 
whereas on the place setting plan many customers fail to 
continue the purchases and the jeweler loses that much 
business. And certainly an account receivable from a 
good credit risk is just as sound an asset as a correspond- 
ing inventory of silver on the shelves. 


(T’o be continued next month) 
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Shown above are suggested retail prices. Your Keystone prices 
are A177, $13.80; A178, $17.60; A179, $14.30; A180, $18.10; 
A181, $13.80; A182, $17.60; A183, $14.30; A184, $18.10. 


SEND FOR THE W & G CATALOG 
Showing complete line of both men's and ladies’ ALTON 
watches. Each watch comes in a handsome display box with 
full range of prices. Also illustrated are wonderful values in 
diamond rings, wedding rings and matched sets. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


5 South Chicago 


Wabash “Ave. Illinois 

















By J. RICHARD IANDER 


HIS is a suggestion to make that visit to the 

ANRJA-NACJ conventions a “gift’’ trip as well. 
Here is how. Only a week intervenes between the gift’ 
shows in Chicago and the opening there of the ANRJA- 
NACJ conventions. 

Dates of the Chicago Gift Show, staged by Eastern 
Manufacturers and Importers Exhibit, Inc., under direc- 
tion of George F. Little, are Aug. 4 to 15, at the Palmer 
House. Dates of the 22nd semi-annual show of the 
Merchandise Mart Gift Market are Aug. 4 to 16, at the 
Mart. 

If attendance at the jewelers’ conventions is planned, 
where possible it would be profitable to so schedule the 
trip as to arrive in Chicago before the close of the two 
gift shows—say, while they are in their second week. A 
week is not too much time to see both gift shows but, if 
time is of great essence, they can be fairly well covered 
in two or three days. 

Later on in the year these days spent at the gift 
shows will bring manifold returns in manifold ways—in 
increased store traffic, in rising sales volume, in increased 
profits. Here are a few simple points to insure the great- 


The Winston Churchill toby 
jug by Spode. Brilliantly 
hand-painted, 8!/." high, 
executed in authentic cari- 
cature style of famous old 
English toby jugs. Retail, 
$18. Copeland & Thomp- 
son, Inc., 206 Fifth Ave.., 
New York. 
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Authentic reproduction Old English bracket 
clock, eight-day or electric, adapted to mod- 
ern American patriotic trend, flag and eagle 
in color. Maple or mahogany finish. Retail, 
$12. Burroughs Co., 225 Fifth Ave., N. Y. C. 





A *Giit’ Trip 
to Chicago’s 
Gift Shows 





Decorative table accessories from the Cor- 

coran Fine Arts collection. All pieces fin- 

ished in silver. Sauce bowl, gold-washed 

inside, $4.50; salt and pepper, $2.75 pair; 

jam set, $6. Prices retail. J. H. Venon, Inc., 
212 Fifth Ave., New York. 





Imported frosted glass bowl with raised fig- 

ure design similar to famous Lalique tech- 

nique originated in France. Retail, $8.50. 

H. F. MacKenzie Co., 1592, Merchandise 
Mart, Chicago. 
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ARE YOU KEEPING UP WITH THE WH/RL ? 








_ swift pace of world events is a direct challenge to the 
ingenuity of every businessman and woman. 









Intelligent buyers recognize the fact that unusual times de- 
mand unusual measures! More than ever before—they appre- 
ciate the value of a visit to one of these great market events. 
These shows enable buyers to keep abreast of changing condi- 
tions . . . to replace discontinued lines . . . to take advantage of 
the latest innovations . . . to maintain volume and profits in 


pe the face of rising costs. 


© 


You can benefit tremendously by placing one or more of these 


ae 
NEW YORK shows on your summer program of activities. 










LAMP SHOW Directed by GEORGE F. LITTLE MANAGEMENT, Inc., 220 5th Ave., N. Y. 
July 21-25 5 Yi, 
HOTEL 
NEW YORKER | Y 





chicago —- NEWYORK ~—goston _- PHILADELPHIA | 
' GIFT SHOW = GIFT SHOW GFT sHow | GIFT SHOW | 






: HOTEL S Horm | 
| FARMER HOUSE "PENNSYLVANIA | HOTEL STATLER | penigmin Franklin 
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New styling in crystal clocks—rim of brilliant 

crystal balls. Dependable 30-hour move- 

ment. Retail, $3.95. Lenart Import, Ltd., 
550 Fifth Ave., New York. 


Pottery vase, a unique modern line treat. 

ment of tropical fish design by Royal Hick. 

man. Available in all colors of the Royal 

Haeger line. Retail, $10. The Haeger Pot. 

teries, Inc., Room 15-100, Merchandise Mart, 
Chicago. 





est return from time and money so spent. They should 
prove especially helpful to those jewelers visiting the 
gift shows for the first time as buyers: 

When you register, and again, as you visit each exhibit, 
mention that you are a jeweler. Most exhibitors have 
many jeweler accounts. They can tell you what mer- 
chandise sells where and how, and which types are best 
adapted to your store. Study the show directories given 
you when you register. Note that the exhibits cover 
several floors, are in separate rooms—not confined to 
one exhibit hall or foyer. 

Pencil-in notes on every exhibit that appeals to you 
from the point of the merchandise itself and how it is 
displayed. Preserve these directories. Back home you'll 
find those “show notes” invaluable in building your own 
gift and art department. 

Look about for a jeweler friend, a veteran “show- 
goer,’ who can give you the history of his enterprise in 
gift and art. 

Above all, remember giftwares are “turnover” mer- 
chandise, geared to satisfy the ever-changing popular 
demand for something new, something useful, something 
fanciful. Find which wares those are. Buy them when 
you are sure they are not below your store’s general 
quality, when they are not above your store’s propor- 
tional prices. 

Now you should be about ready to go to Chicago. 





“Carenade" — master- 
piece in hand-deco- 
rated, American china 
urn. From a group of 25 
classic executions, re- 
tailing $8.50 and up. 
Enright - LeCarboulec, 
Inc., 160 Fifth Ave., 
N.Y. C. 





"Grammes'—antique silver dogwood tray, 

from the new fall collection of Grammes 

Colorplate Etchware. Retail, $6. Alexander 
Aderer, 225 Fifth Ave., New York. 
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N.W.J.A. Told Need of Trade Unity 


Marginal Market Should be Developed, Advises Pattee, Who 
Outlines Plan for Accepting ‘Paper’ of ‘Old Line’ Retailers 


as Means of Easing Credit; Manufacturers Asked to Revise 


Price Schedules, Curb Trade Diversion 


Keynote of the annual convention of 
the National Wholesale Jewelers’ Asso- 
ciation held in Providence, June 5 and 6, 
was the need for complete and generous 
cooperation between all units of the 
jewelry industry under present day con- 
ditions. Speaker after speaker stressed 
the point that manufacturers, whole- 
salers and retailers must all work to- 
gether through the present emergency 
in a spirit of sympathetic understanding 
of each other’s problems and of mutual 
give-and-take, to avoid shortages of 
goods, runaway prices and loss of busi- 
ness to competing industries. 

The sessions were opened Thursday 
morning in the ballroom of the Provi- 
dence-Biltmore with a brief but gracious 
welcome to Providence by F. A. Ballou, 
Jr., of B. A. Ballou & Co., president of 


F. A. BALLOU, JR. 
N.E. 


M.J.S.A. Head 





the New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association, who 
also told of the efforts being made by 
the manufacturers of his district to do 
their bit in the production of goods for 
the defense program and still care for 
the needs of their regular customers. 

Mr. Ballou was followed by Lloyd G. 
Pattee, of S. H. Clausin & Co., Minne- 
apolis, the NWJA president, who dwelt 
upon the necessity for the jewelry trade 
to develop what he called the marginal 
market for jewelry in competition with 
other industries. 


"Develop the Marginal Market''—Pattee 


Only by reaching further down into 
the economic strata and enlarging the 
market among people of small incomes 
can the jewelry industry hope to grow 
and become stronger. Installment or 
budget plan selling, he stated, is one of 
the most effective tools for accomplish- 
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ing this, and the outright credit jeweler 
has done a good job of developing busi- 
ness with wage earners. 

The speaker urged wholesalers to lend 
their aid in every possible way to “old 
line” jewelers who wish to expand their 
activities by adding this type of selling 
and explained the methods which his 
own company has recently adopted for 
this purpose. 

Under this plan, the retailer who sells 
an article on credit terms of eight 
months or less, may deposit with S. H. 


LLOYD G. PATTEE 
S. H. Clausin & Co. 





Clausin & Co. his contract with his 
customer, whereupon the Clausin firm 
sends the retailer a check for the face of 
the contract, less a discount fee. ‘The 
retailer collects in the usual manner 
from his customer, transmitting the pay- 
ments to S. H. Clausin & Co., as re- 
ceived, which are credited against the 
account until the contract is paid in full. 
The retailer remains responsible for col- 
lections and payments and if payments 
are not kept up, he is charged back with 
the unpaid balance and the contract re- 
turned to him, or the delinquent contract 
may be replaced with another in good 
standing of equal amount. 

This arrangement, Mr. Patte pointed 
out, gives the retailer the benefit of the 
sales stimulant of budget plan selling, 
while at the same time, retaining the ad- 
vantage of prompt receipt of payment, 
all at a small discount expense. 

For the wholesaler, it means a more 
active account with the retailer because 
of the increased purchases and sales on 
the part of the latter. 

He emphasized, however, that two or 
three fundamentals should be carefully 
observed—First, that the contract should 
be for eight months or less to avoid 








Eleeted President 





ARTHUR P. CARE 
E. W. Reynolds Co. 


tying-up extensive cash in extremely 
long term arrangements; second, that 
the arrangement should apply only to 
merchandise bought from the wholesaler 
who discounts the contract, and, third, 
that the retailer must accept the respon- 
sibility for collections. 


Most Goods Meet Quality Marks 


George Fernley, secretary of the asso- 
ciation, in his annual report, told of the 
activities of the Assay Committee, a 
group consisting of three members whose 
names are not revealed and under whose 
direction a large number of items of 
jewelry in wide variety have been pur- 
chased in the open market and submitted 
to assaying to determine whether the 
goods meet the requirements for the 


GEORGE A. - 
FERNLEY 


Executive Secretary 





quality marks which they bear. He re- 
ported that the great majority were 
fully up to the required standards and 
with the few which were below it, only 
slightly so. These instances have been 
reported to the Vigilance Committee for 
appropriate action, and it is understood 
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that in each case manufacturers have 
agreed to cooperate by _ exercising 
greater care to prevent similar lapses in 
future. 

Mid-West Market Week, Mr. Fernley 
reported has proven itself a success, and 
it was later resolved by the convention 
that Market Week be continued as a 
regular activity. 

Membership Reaches New High 

The membership, Mr. Fernley stated, 
is now at an all-time high with 149 
members and 96 associate members. 

Archibald Silverman, of Silverman 
Bros., Providence, who started his talk 
by disclaiming all ability as a_ public 
speaker, proved himself in the wrong by 
his entertaining, yet meaty discussion of 
the current business situation. 

He pointed out some of the problems 
besetting the jewelry industry, especially 


ARCHIBALD 
SILVERMAN 


Silverman Brothers 





in the popular-priced lines where pro- 
ducers are confronted with threats of 
labor, materials and machinery, even 
more than those in the manufacture of 
high-priced jewelry, since the low cost 
goods used metals that are also required 
for defense, are manufactured largely 
by automatic machinery which is now 
difficult to obtain, and have compara- 
tively youthful labor which is subject to 
military service. 

G. H. Niemeyer, president of Handy 
& Harman, and chairman of the Jewelry 
Industry Tax Committee and the Jewel- 
ers Vigilance Committee, reviewed the 
history of the jewelry tax development 
which has been reported at length else- 
where in this and previous issues of 
Jewecers’ Circunar - Kerysrone and, 
therefore, is not repeated here. 


Care Outlines Best Policies 


Arthur P. Care, of E. W. Reynolds 
Co., Los Angeles, and a vice-president 
of NWJA, like other speakers, in dis- 
cussing manufacturer-wholesaler — rela- 
tions, urged whole-hearted and under- 
standing cooperation from all branches 
of the industry in the present crisis and 
quoted from recent letters from mem- 
bers recommendations for policies to be 
followed by manufacturers. These in- 
cluded a readjustment of price structure 
in certain lines and items to provide the 
wholesaler sufficient margin to cover the 
cost of doing business, and a_ request 
that manufactureres refrain from = en- 
couraging fly-by-night concerns during 
the present shortage of goods, and make 
sure that old customers are taken care 
of first before diverting merchandise to 
these new mushroom distributors. 

He further urged that manufacturers 
adhere to their announced prices, refrain 
from selling direct to big retailers, dis- 
continue the practice of quoting low 
prices for quantity orders during the 
period of the present emergency, and 
refrain from selling to industrial catalog 
houses, post exchanges, etc. For the 
manufacturer to sell to these illegitimate 
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competitors of the established jewelry 
industry is in the long run injuring the 
manufacturers’ own business, since it 
injures the business and reduces the 
sales of his own best and regular cus 
tomers. 

New patterns and items should be 
kept to the minimum during the present 
emergency, as well as all non-essential 
frills so that production may be concen 
trated upon proven, good selling items. 

Finally, manufacturers should fill or 
ders at the prices prevailing when the 
order is placed, regardless of fluctua 
tions that may have occurred between 
the time of ordering and delivery. 


Advocates Fewer Costly Conventions 


C. Bert Clausin, chairman of — the 
Wholesaler-Retailer Relations Commit- 
tee, urged that retailers hold fewer con- 
ventions and suggested that in many 
cases adjoining states might well con- 
solidate their annual conventions into 
one joint regional meeting. He com- 
mended the program of the ANRJA in 
setting up these regional sessions, but 
recommended that they should not be 
superimposed upon the regular state 
meetings but should take the place of 
them. He pointed out that too many 
state meetings are poorly attended, 
lacking in interest and merely a burden- 


C. BERT CLAUSIN 
S. H. Clausin & Co. 





some and useless expense for the manu- 
facturer and wholesaler who are called 
upon to support them by program ad 
vertising and other contributions. 

Wholesalers, in turn, said Mr. Clausin, 
should help their retail customers in 
every proper way. He suggested as one 
activity that wholesalers bring their in- 
fluence to bear upon manufacturers to 
discontinue the practice of selling Army 
and Navy stores and industrial catalog 
houses which operate in competition with 
the legitimate jeweler. © Wholesalers 
should also assist in every way their 
retail customers who want to go into 
installment selling, as suggested by Mr. 
Pattee, and should attend the worth- 
while retail conventions, take an active 
part in them, including entering into 
discussions and appearing as speakers. 

Thursday afternoon was devoted to a 
series of discussions on specialized busi- 
ness problems of the wholesaler, starting 
with an off-the-record executive session 
to which only wholesalers were admitted. 

This was followed by an open forum 
on clocks and Swiss watches under the 
chairmanship of J. F. Mansfield, New 
York, and a discussion on watch mate- 
rials and supplies led by W. G. Swarts- 
child, Chicago. 

Despite a torrential rain the annual 
banquet, Thursday evening, at the Pon- 
ham Club was largely attended. 

Further discussions occupied Fri- 
day morning, starting with American 
watches, under the chairmanship of 
J. 'T. Montgomery, of M. A. Mead & 
Co.; sterling silver and plated ware led 
by Walter Mayer, of the Wallenstein- 








Mayer Co.; diamonds under Harold A}. 
berts, of I. Alberts’ Sons, Ine, and 
jewelry card goods and rings directed 
by Charles G. Brown, of Stein & BI- 
bogen Co. 

William D. MeNeil, executive secre- 
lary, and June Hamilton Rhodes, pub- 
licity counsel, of the Jewelry Industry 


JOS. B. BECHTEL 
J. B. Bechtel & Co. 





Publicity Board, reviewed the work of 
this organization, and expressed appre- 
ciation for the excellent support received 
from wholesalers. 

Resolutions adopted at the business 
session included a vote to support the 
program of the Jewelry Industry ‘Tax 
Committee, to continue Mid-West Mar- 
ket Week, and to thank the New En- 
gland Manufacturing Jewelers’ & Silver- 
smiths’ Association for its welcome and 
hospitality. 

Resolutions of regret and condolence 
were adopted in the loss by death of 
three association members during the 
past year: H. W. Burdick, Cleveland, 
0.; A. F. Eisenbeiss, St. Louis, and Max 
Goldstein, Philadelphia; and a_ similar 
resolution was voted the late Art 
Hadley, of the Hadley Co., Providence, 
whose death had occurred just a few 
days before the convention assembled. 

Officers elected for the ensuing year 
are: Arthur P. Care, E. W. Reynolds 
Co., Los Angeles, president; Silas B. 
Reagan, Baldwin-Miller Co., Indianap- 
olis; Harold Alberts, I. Alberts’ Sons, 
Inc., Boston, and R. Dix Edwards, Ed- 
wards-Ludwig-Fuller Jewelry Co., Kan- 
sas City, vice-presidents; Joseph B. 
Bechtel, Joseph B. Bechtel & Co., Inc., 





HAROLD ALBERTS 
|. Alberts’ Sons 


R. DIX EDWARDS 
Edwards-Ludwig- 
Fuller Jiry. Co. 


Philadelphia, treasurer; George A. Fern- 
ley, Philadelphia, secretary, and H. R. 
Rinehart, Philadelphia, assistant  secre- 
tary. 

John A. Gerwe, Gerwe Frohman Co., 
was elected to the executive committee 
for one year to fill an unexpired term; 
and Webb C. Ball, Ball Co.; Isadore 
Behrstock, I. Behrstock Co.; A. H. 
Ficken, the A. H. Ficken Co.; Jack 
Fischer, H. O. Hurlburt & Sons, and 
Charles A. Moore, Moore-DeGrazier Co., 
were elected for two years. 
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Opposition to Source Tax Grows 
When Floor Tax is Threatened 


Only N A C J Continues Advocacy of Levy on Manufacturers as State Conventions, 


Credit Jewelers of Metropolitan Area and Leading Retailers Endorse Proposal 


Of Jewelers’ Tax Committee for a 5%, Tax at Point of Sale 


Advocates of the so-called “manufac- 
turers’ tax” received a distinct shock 
last month with the announcement by 
Chairman Doughton of the House Ways 
and Means Committee that in all cases 
where an excise tax is placed upon sales 
by manufacturers, a “floor tax” at the 
same rate would be levied at the same 
time upon all stocks of similar goods al 
ready in the hands of retailers. 

Purpose of the plan was twofold- 
first, to prevent avoidance of the tax by 
the device of laying in heavy inventories 
before the tax goes into effect—and sec- 
ond, to insure a prompt flow of revenue 
into the treasury. 

Such a tax would, of course, have se- 
rious consequences for the retail jewelry 
trade. Few jewelers are fortunate 
enough to have bank balances amounting 
to 10 per cent of the value of their in- 
ventories, and many a store would be in 
desperate straits if faced with the neces- 
sity of raising such an amount on short 
notice. 

Following the issuance of Ways and 
Means Committee’s announcement, G. H. 
Niemeyer, chairman of the Jewelers ‘Tax 
Committee, sent the following telegram 
to Ralph Roessler, N A C J_ president, 
who has been urging that the tax be 
levied at the point of sale by the manu- 
facturer: 

NEW YORK 
JUNE, 6, 1941 
MR. RALPH ROESSLER, PRES., 
NATIONAL ASSOCIATION CREDIT 
JEWELERS, 
102 EAST 4TH ST., 
MARION, INDIANA. 
“IN VIEW OF PUBLISHED STATE- 
MENT QUOTING DOUGHTON CHAIR- 
MAN WAYS & MEANS COMMITTEE 
THAT CHANGES IN EXCISE TAXES 
OR ADDITIONS TO THE PRESENT 
EXCISE SCHEDULES WOULD IN- 
CLUDE A FLOOR TAX ON MERCHAN- 
DISE IN HANDS OF JOBBERS AND 
RETAILERS, I URGE YOU TO TAKE 
IMMEDIATE STEPS TO WITHDRAW 
YOUR OBJECTIONS TO TAX AT 
POINT OF RETAIL SALE UNLESS 
YOU WANT TO DO THE JEWELRY 
INDUSTRY AN IRREPARABLE IN- 
JURY.” 
G. H. NIEMEYER, 
CHAIRMAN JEWELERS TAX 
COMMITTEE 


Roessler telegraphed : 


INDIANA 
1941 


In reply Mr. 
MARION, 
JUNE 6, 


G. H. NIEMEYER, 
82 FULTON ST., 


NEW YORK 

“TELEGRAM RECEIVED. GIVING IT 
CAREFUL CONSIDERATION. WLL 
SIVE MY OPINION MONDAY.” 


RALPH ROESSLER 


The following Monday, June 9, Mr. 
Roessler wired again as follows: 
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CHICAGO, ILL. 
JUNE 9, 1941 

G. H. NIEMEYER, 

CHAIRMAN JEWELERS TAX COM- 


MITTEE, 
$2 PULTON SYT., N. ¥. 
RE TELEGRAM TO YOU JUNE SIXTH 
MY POSITION IS UNC ° 


NATURALLY WE ARE G 

EVERY CONSIDERATION ON _BE- 
HALF OF RETAIL JEWELERS CON- 
SISTENT WITH OBLIGATION TO 


GOVERNMENT. 
RALPH ROESSLER 

Following this exchange of telegrams, 
the Jewelers Tax Committee issued a 
bulletin to the trade, the text of which 
follows: 

“Does the trade want every piece of 
stock, old and new, on wholesalers’ and 
retailers’ shelves taxed at once? 

“A published statement quoting the 
chairman of the Ways and Means Com- 
mittee says that increased or new manu- 
facturers’ excise taxes would include a 
floor tax on jobbers and retailers. 

“We therefore sent this wire .. . and 
received these replies . . . (quoting the 
telegrams printed above). 

“The U. S. Treasury Department has 
recommended a tax at the point of sale 
for consumption or use (retail). ‘This 
committee is convinced that this form of 
tax is best for our industry as a whole 
and for our government, too, so we are 
supporting the recommendation of the 
Treasury Department except that we 
feel the tax rate should be 5 per cent 
instead of 10 per cent. 

“A small minority in the National As- 
sociation of Credit Jewelers is trying to 
convince the Ways and Means Commit- 
tee that it should vote to put a 10 per 
cent tax at the time of sale by the manu- 
facturer, importer or producer. 

“On June 4, 1941, Mr. Robert L.. 
Doughton, chairman of the Ways and 
Means Committee of the House of Rep 
resentatives which is considering this 
tax problem, announced that his com- 
mittee had decided to put a ‘Floor Tax’ 
on stocks in the hands of retailers, job- 
bers and wholesalers in all cases where 
the tax is to be imposed upon the manu- 
facturer, importer or producer. 

“Now if this minority in our trade 
should succeed in convincing the Ways 
and Means Committee that the tax 
should not be applied at the point of re- 
tail sale as advocated by the Treasury 
Department but at the time of sale by 
a manufacturer, importer or producer, 
then under the rule announced by Mr. 
Doughton all stocks in the hands of re- 
tailers, wholesalers and jobbers would 
immediately be subject to a 10 per cent 
tav under the proposed law. For every 
$10,000 worth of stock in your inventory 
you would have to pay $1,000 in cash to 
the revenue department and very prob- 
ably within 30 days after the day the 
law goes into effect. 
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“Several questions seem to be in the 
minds of quite a few people about the 
tax law as proposed: 

1. Must the tax be added or may it be 
included in the selling price? 

2. When does the tax become payable 
in case of installment sales? 

3. Won’t there be a lot of evasion by 
industrial jobbers and others competing 
with legitimate retailers? 

“While we make no pretense of being 
able to speak with any authority as to 
regulations that might be issued by the 
Internal Revenue Department, we would 
answer these questions as follows: 

1. The tax may be included in the 
price or it may be shown separately. If 
included in the retail sales price on a 10 
per cent tax basis the amount of the 
tax must be computed by taking 1/11 of 
such amount. (Example: Price $100, tax 
$10, sale $110; tax 1/11 of sale price.) 

2. When tax would become payable on 
installment sales is probably answered 
by Sec. 3441 of Sub. Sec. C of Internal 
Revenue Code which reads as follows: 

‘(C) In the case of (1) a lease, (2) a 
contract for the sale of an article 
wherein it is provided that the price 
shall be paid by installments and title to 
the article sold does not pass until a fu- 
ture date notwithstanding partial pay- 
ment by installments, or (3) a condi- 
tional sale, there shall be paid upon each 
payment with respect to the article that 
portion of the total tax which is propor- 
tionate to the portion of the total 
amount to be paid represented by such 
payment.’ 

In the event that the tax is applied at 
the point of retail sale, it is the intent 
of this committee to cooperate with all 
groups in our trade who may have 
special interest in this subject so that 
regulations most satisfactory to our gov- 
ernment and our trade may be worked 
out. 

3. There’ will undoubtedly be some 
avoidance and evasion no matter how the 
tax is applied. This committee feels, 
however, that with the cooperation of 
our trade we will be able to minimize 
the effect of unfair competition by as- 
sisting our government in dealing with 
this problem which in case of a tax at 
the point of consumption or use will not 
be nearly as harmful to our industry as 
it would if the tax were applied on the 
manufacturer, importer or producer. 

G. H. Niemeyer, 

Chairman, Jewelers Tax Committee, 

$2 Fulton Street, New York, N. Y. 

“P. S.—Have you any suggestions? 
Send them to your tax committee.” 

Appended were the names of all mem- 
bers of both the original tax committee, 
which were published last month, and of 
the active sub-committee consisting of 
seven retailers and three manufacturers. 
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In reply, and in explanation of his 
views, Mr. Roessler in turn distributed 
a printed statement which was also 
signed by William Gibson, N A C J 
board chairman, reading as follows: 

“The National Association of Credit 
Jewelers has taken a definite position 
with reference to the proposed excise 
tax on jewelry. We believe that if such 
a tax is to be imposed it should be im- 
posed upon the manufacturer, producer 
or importer and not upon the retailer. 
This position was clearly stated by 
Messrs. Roessler, Gibson and Newman 
before the Ways and Means Committee 
of the House of Representatives on May 
13, 1941, and a copy of their statements 
was transmitted to over 3000 jewelers 
and we hope that they have been read. 

“A few days ago the chairman of the 
Ways and Means Committee made a 
public statement to the effect that it 
might be necessary to impose a floor tax 
on retailers if excise taxes are imposed 
upon manufacturers. You must bear in 
mind the statement was not made with 
reference to jewelry but was a general 
statement relating to retailers generally. 
Unfortunately, information has been dis- 
seminated to retail jewelers to the effect 
that a floor tax is to be imposed upon 
them. The fact is that no such proposal 
has yet been made. However, it might 
be that if facts are presented to those 
who are charged with drafting the tax 
bill indicating to them that retailers of 
jewelry are building up huge inventories 
in an effort to evade the payment of ex- 
cise taxes should they be levied against 
jewelry, they will carefully consider the 
necessity of imposing a floor tax in or- 
der to realize the necessary amount of 
revenue from this industry to meet the 
necessities of national defense. We know 
that it is not possible to accumulate 
large inventories as the merchandise is 
not available and the manufacturers can- 
not furnish it. We think that in all fair- 
ness all jewelers, including manufac- 
turers, producers, importers, wholesalers 
and retailers should at least cooperate to 
the extent of letting it be known that 
such inventories cannot be built up by 
retailers under present conditions. 

“It is our advice to retailers to remain 
calm and conduct their business along 
lines as nearly normal as possible. This 
is not a time for hysteria or for mak- 
ing critical or unjustified statements of 
any nature. We have never indulged in 
such and shall not so indulge in the fu- 
ture. You should feel assured that your 
association is doing everything within its 
power to protect and conserve the inter- 
ests of retailers of jewelry. We recog- 
nize that wherever the tax is imposed we 
will have to pay it. You should not be- 
come disturbed or led into a false posi- 
tion by statements which are not based 
upon facts—no matter from where such 
statements emanate. We feel that our 
position is correct and your interests 
are being protected. We must recognize 
our obligation to the government during 
these days of emergency and we hope 
that it can never be said that the jewelry 
industry acting in concert or individually 
will ever shirk its fair responsibilities. 
We owe it to those in whom reposes the 
obligation to enact laws necessary to 
raise the required revenue to cooperate 
with them. Your association has been 
doing that and will continue to do so. We 
do not know what the Congress will 
finally do but whatever it is we beseech 
your cooperation and support.” 

Meanwhile, as understanding of the 
question has spread through the trade, 


74 





more and more retailers are endorsing 
the proposal to collect the tax at the 
point of retail sale. 

Resolutions to that effect were adopted 
by the Delaware-Maryland-District of 
Columbia Jewelers Association, by the 
New York State Retail Jewelers Associ- 
ation and by the Kansas Retail Jewel- 
ers Association at their conventions on 
May 12, May 20 and June 9, respectively. 
On June 16 similar action was taken by 
the convention of the Missouri Retail 
Jewelers Association, thus reversing the 
endorsement which this group was at 
first reported to have given to the manu- 
facturers’ excise tax. 

The Associated Credit Jewelers of 
New York and New Jersey, which in- 
cludes many of the most important 
credit jewelers in the country, voted 
unanimously its opposition to the views 
of the officials of the other organization 
of credit stores and its support of the 
tax at point of retail sale as advocated 
by the Jewelers Tax Committee. 

Up to the time of going to press, no 
association of retail jewelers has voted 
its approval of the suggestion for an ex- 
cise tax to be collected at the time of 
the sale by the manufacturer. 

Typical of the views individually ex- 
pressed by many leading retail jewelers, 
both cash and credit, is a letter written 
June 7 to Mr. Roessler by Charles J. 
Michaels of Michaels, Inc., who is gen- 
erally conceded to be one of the coun- 
try’s most capable and intelligent retail- 
ers, and who is an N A C J member. 

Mr. Michaels says, in part: 

“Dear Mr. Roessler: 

“It is clear to everyone that taxes 
must be levied, and that all branches of 
business must be willing to do their part 
in accepting a proper part of the bur- 
den. In view of this simple fact, why 
should our industry, a comparatively 
small one, be unable to agree on a 
method which will bring about the result 
desired, with the least confusion, the 
greatest possible contribution to the na- 
tional effort, and the fullest cooperative 
spirit? : 

“A manufacturer’s tax was tried be- 
fore, and to review what happened 
would be like opening an old sore. 

“If such a tax is levied in this emer- 
gency, here are a few things which 
would happen: 

First—It would be pyramided beyond 
any question. 

Second—A_ floor tax would be certain. 
It would be a frightful blow to hundreds 
of retailers, and would encourage eva- 
sion, fraud, and be a clear disadvantage 
to every honest jeweler. Many would be 
hard pressed to pay this lump sum. , 

Third—The same old trouble as to who 
was a manufacturer would reoccur. No 
further details are necessary. 

Fourth—The added investment in in- 
ventory would never be realized—it be- 
comes a property tax, and neither a re- 
tailer’s nor a manufacturer’s levy. We 
cannot stand added property taxes. 

Fifth—It would fail in its most impor- 
tant point, by hiding it from the public. 
It’s about time that we were big enough 
to speak frankly to our customers, and 
quit trying to sell them blindly. 

“I am a credit jeweler in the full 
sense. I am not ashamed of the fact, but 


_there are times when I am just a little 


bit taken back by the actions of some of 
us. I never was more sure of anything 
than I am today in believing that our 
customers should know just what they 
pay for, and taxes make a splendid 
starting point. During the last war, we 





Kansas Jewelers Endorse 
Jewelers’ Tax Committee's Stand 


The Kansas R.J.A., assembled in eon- 
vention at Wichita, June 7 to 9, went on 
record as favoring “the passage of a 5 
per cent sales tax on diamonds, watches 
jewelry, clocks, silverware and all other 
articles allied with and classified ag 
jewelry, as suggested by the Jewelers 
Tax Committee and other state associa- 
tions. Another resolution opposed a 
floor tax as proposed by Chairman 
Doughton of the Ways and Means Com- 
mittee of the House of Representatives, 

Being a joint convention of the Kansas 
R.J.A. and the Kansas Horological As- 





W. B. Brasfield 


Ray W. Gumm 


sociation the attendance was large and 
a splendid fellowship prevailed, with 
wholesalers’ and manufacturers’ repre- 
sentatives helping to make the sessions 
a success. Festivities began with good, 
clean fun at a stag, Saturday evening. 

Orville R. Hagans, U.H.A. executive 
secretary, and R. C. Hoppe, Research 
engineer of the Elgin Watch Co., were 
the principal speakers at the Sunday ses- 
sions. A  dinner-dance was held that 
evening. 

Addresses were made on Monday by 
Fred Sands, Kansas City, secretary of 
the Missouri R.J.A.; by Gene Kiger, of 
C. A. Kiger Co., Kansas City, who spoke 
on “The Diamond Situation Today;” 
by Sen. Henry J. Allen, speaking on the 
European situation, and by W. J. Van 
Wormer, who gave a talk on salesman- 
ship. The banquet was held in the eve- 
ning. 

The following officers were named by 
the jewelers’ association: Ray W. Gumm, 
Wichita, president; B. A. Strickler, 
Salina, vice-president; W. B. Brasfield, 
Wichita, secretary-treasurer, and Frank 
Pfeiffer, Parsons, chairman of the board. 





added a 5 per cent tax and had no 
trouble at all. We can do it again with 
equal ease. 

“I am sure your telegram to jewelers, 
on which your statement was made, was 
well intended. It was, however, a leading 
question, and could as well have been 
worded ‘Who should pay taxes, you or 
the other fellows.’ Naturally, the an- 
swers came as they did, with no thought 
behind them. 

“In times like this we should all be 
jewelers—not credit or cash—just plain 
jewelers. We should all want to do our 
full share regardless of cost, and no one 
should talk for the industry without a 
full hearing. I do not feel that in the 
case of NACJ, we had that chance, in 
spite of my full belief in your sincere 
intentions. 

“I know I echo the views of many 
jewelers, and hope that you will find a 
way to really learn what they prefer, 
before the final hearings are held.” 
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New “C.S.” Is Drawn for 
Marking Gold-Plated Goods 
Other Than G.F., R.G.P. 


The National Bureau of Standards 
last month called interested jewelry 
manufacturers to attend a conference at 
the Waldorf-Astoria Hotel, New York, 
on proposals for two Commercial Stand- 
ards. 

When finally approved and promul- 
ated, one will govern the marking of 
gold electroplated articles; the other the 
marking of silver jewelry and novelties. 
They were submitted to the National 

Bureau of Standards on May 26 and 
April 11, respectively, by the New En- 
gland Manufacturing Jewelers and Sil- 
versmiths Association. 

Conference sessions were expected to 
last all day June 27, with the morning 
and part of the afternoon being assigned 
to consideration of the gold electroplated 
Commercial Standard, and the balance 
of the afternoon given over to the Com- 
mercial Standard covering the marking 
of silver jewelry and novelties. An- 
other manufacturers’ conference on the 
new proposed standards will convene 
later at Providence. 

Known as the Commercial Standard 
for Marking Gold-Covered Articles 
Other Than Gold Filled and Rolled 
Gold Plate, these regulations propose: 

(1) That an article plated by any 
method with a covering of gold may 
have applied thereto a quality mark con- 
sisting of a decimal fraction in ene-thou- 
sandths, showing the fine gold content in 
proportion to the total weight of the 
entire metal in such article, and the 
words “gold content,” as for example 
“gold content .025” or “gold content 
010.” The words “gold content” shall al- 
ways precede the decimal fraction. 

(2) That no article having a fine gold 
content of less than 10/1000ths (.010), 
shall be marked with the term “gold 
content” or with the decimal fraction. 

(3) That an article plated with gold 
by the process of electro deposition, un- 
less of a quality to be marked as above 
provided shall be marked “gold electro- 
plate,” provided it assays one part per 
thousand fine gold or better. 

(4) That an article covered with only 
sufficient gold to color or shade such ar- 
ticle, shall not be marked with a quality 
mark nor have applied thereto the 
terms “gold,” “plate,” “electroplate” or 
any combination thereof. 

(5) That the test to be applied in de- 
termining if the gold covering is an elec- 
troplate or a mere coloring is by assay. 
Gold electroplate must assay one part 
per thousand fine gold, or better. 

(6) That the terms “gold content” and 
“gold electroplate,” when used as a mark 
or otherwise applied to an article, shall 
be spelled out in full and shall not be 
abbreviated. : 

(7) That no article covered by this 
standard shall be marked with the karat 
mark nor have applied to it any mark 
indicating quality other than as speci- 
fied above in paragraphs 8 and 5. 

(8) That no gold covered article, 
made with a hollow center and then 
filled with cement, pitch or other for- 
eign substance, thereby giving the ar- 
ticle added weight or strength, shall be 
marked with a quality mark. 

No tolerance for fineness is contem- 
plated, in expressing or indicating mini- 
mum fineness in thousandths. 
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National Credit Men 
Study New York Laws 
Regulating Time Sales 


The importance attached to the 13 
laws regulating credit selling in New 
York state, as enacted at the past session 
of the legislature, upon the recommenda- 
tion of the New York Conference on 
Installment Selling, was attested to by 
the attention given them at the annual 
conference of the National Retail Credit 
Association, held last month in New 
York City. 

It is confidently felt by many that this 
positive action for self-regulation on the 
part of installment sellers in various 
branches of retail trade is charting the 
course that many another state will fol- 
low in the next several years. 

The Holley-Feinberg legislation marks 
the beginning of a “new epoch for con- 
sumer credit,” according to John C. 
Watson, president of the New York 
State Council of Retail Merchants, Inc. 
He declared the bills place New York 
state far ahead of all others in the fair- 
ness, liberality and justice of laws gov- 
erning time sales, to the “enormous bene- 
fit of the consuming public,” and called 
the program an instance where “a great 
industry has undertaken at its own cost 
to regulate itself in the public interest.” 

These laws, in effect, are as follows: 

Contracts, which now must contain 
specific provisions, printed in not less 
than eight point type, with everything 
charged to be clearly itemized, and with 
signers to get copies of all instruments. 
Credit service charges to be clearly 
shown, so that the buyer knows the cost 
of buying on a leferred payment plan. 

Repossession <estricted, with redemp- 
tion safeguarded for the buyers. Resales 
of repossessed property to be governed 
by court determination of fair value at 
time of the resale, with a credit to the 
original buyer if the amount exceeds 
the unpaid indebtedness. Security other 
than the property sold will require sep- 
arate contracts plainly stating what the 
instrument is. 

Chattel mortgages—The Lien Law is 
amended to make it conform in many 
respects to the law covering conditional 
sales contracts. 


Wage assignments, not to be opera- | 


tive until thirty-one days after default, 
with right to execute power of attorney 
to make wage assignments abolished. 
Deficiency judgments prohibited after 
80 per cent has been paid and buyer 
returns goods at seller’s request. 

Garnishments not permissible except 
on salaries of $15 a week or more in 
cities over 250,000 population; elsewhere 
$12 a week. 

- Guarantors, to be fully aware of their 
obligations, to get copy of their guaran- 
tees, with assignment of wages by them 
prohibited. 

Confessions of judgment, prior to de- 
fault, are abelished. 

Insurance, if charged to the buyer, 
must be stated separately, with pur- 
chaser to get a copy of the policy. 


Boston Jewelers Club Has Outing 


A good time was had by all, as usual, 
at the annual outing of the Boston 
Jewelers Club, held Wednesday, June 18, 
at New Ocean House, Swampscott, 
Mass. The resort provided facilities for 
baseball and quoits, and there was golf- 
ing at the Kernwood Country Club. 





IMPORTANT 


NOTICE 
ON CURTAILED 
CONSUMPTION 

OF IRIDIUM 

PLATINUM 


GENERAL METALS ORDER 
NO. | of the PRIORITIES 
DIVISION of the OFFICE of 
PRODUCTION MANAGE- 
MENT—Requests that, for pur- 


poses of national defense, manu- 
facturers of non-essential items 


curtail consumption of IRIDIUM 
and IRIDIUM ALLOYS. 


* * * 


We Recommend 
RUTHENIUM 
PLATINUM 


for use in the jewelry field. This is 
Platinum hardened with Ruthe- 
nium—one of the metals in the 
Platinum group—instead of Irid- 
ium. Ruthenium Platinum is cov- 
ered by our Patent No. | ,545,234. 
Articles made with this metal 
may be stamped "PLATINUM". 
Jewelers are assured that, in the 
place of Iridium Platinum, Ruthe- 
nium Platinum will serve their 
needs just as satisfactorily. 


Write for Data, no obligation 
SIGMUND COHN 


SINCE 1901 


44 GOLD ST., NEW YORK 
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ETAIL jewelry sales continue to climb and climb, ard the latest available data from the 
| Current Statistical Service of the Bureau of the Census show May sales, reported by 834 
jewelry stores in 34 states, were 37% higher than in the same month of 1940. Sales were an 
| even 25% better than in April of this year. Sales by dollars for the reporting stores in these 
| months were: May, 1941, $4,604,227; May, 1940, $3,353,566, and April, 1941, $3,684,871, 


Business improvement in jewelry retailing was marked in the industrial centers of the Eastern and 
East a ae oe — most especially in the oe “—. en : —— by regions 
: ’ : . were as follows: New England, 36 per cent; Middle Atlantic, 35 per cent; Fast Nort entral, 42 per 
tions. We'll submit a design— | cent; West North Gastval 29 per cent; South Atlantic, 41 per cent; West South Central, 20 per oan 
| Mountain, 14 per cent and Pacific, 46 per cent. 

Oregon showed the greatest advance of all with a 58 per cent increase over last May, but was closely 
| followed by South Carolina with a 57 per cent increase, and Indiana with a 53 per cent improvement. 
| Portland and Seattle jewelry sales were 67 and 56 per cent, respectively, ahead of sales of the same 

period of 1940. Chicago jewelers' sales were ahead by 50 per cent; Los Angeles by 24 per cent and 

St. Louis by 16 per cent. 


In all Schumer-created special 


orders. Send us your specifica- 


without obligation. 










The SCHUMER BROS. Co. 
5 E. 3rd St. (Walsh Building) 





































































































CINCINNATI, OHIO | | | * imoex 
(CINNATI'S LEADING MANUFACTURERS | | | | | | 
RETAIL JEWELRY SALES 
4 
Month by Month for Past Three Years ” 
Taking January, 1938, as 100: 
Sales for May, 1941, were 195.8 
() N SO iN Sales for May, 1940, were 146.3 300 
Sales for Mav, 1939, were 133.0. 
Sales for May, 1938, were 118.7 
WORLD'S 
GREATEST L | G H t E R y 200 
: 1941" 
wewvertises Lb ch cece we 
: . 1940}. ee ce 1938 Ra es ae Bees 100 
mAgtionally — 
this month & 
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every month! 


APRIL EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 
(1923-1925—100) 


Coming Soon — April April April, = April = April, = April = April 
1935 1936 1937 1933 1939 1940 1941 
im 4 cled ree 740 72.0 85.5 77.0 87.1 90.0 104.1 
Silverware & plated ware ........ 62.1 56.0 66.0 62.8 68.6 70.7 81.8 

: Clocks, watches & time recording 
1) help mncrease NN 5 a cheud veblc sienna 79.0 90.1 107.3 81.7 83.7 894 1147 


(Source: U. S. Bureau of Labor Statistics.) 
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The Federal Trade Commission an- 
nounces that the Hamilton Ross Fac- 
tories, Inc., Chicago, has been ordered 


Diamonds valued at $90,000 checked 
into an Omaha, Neb., hotel by Edward 





RNeNsie)n 


Volume and RO LLD 


RONSON, NEWARK, N. J. 








to cease and desist from misrepresenting 
the quality of plated silverware distrib- 
uted by the respondent; representing 
through the use of the word “Factories” 
in its corporate name, or in any other 
manner, that the respondent manufac- 
tures the products sold, unless or until 
it owns or operates a plant wherein they 


| are manutactured. 





A. Weinschenk, New York jewelry sales- 
man, were missing from the vault the 
next morning. Police have been working 
on the mystery for days, with no results. 
They were told that he checked the two 
sample cases in at the vault on Tuesday 
night, May 27, but that when he pre- 
sented his claim checks Wednesday 
morning, both cases were missing. 
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Missouri Jewelers Are Shown That Tax on Retail Sales 
Is Least Objectionable and Then Reverse Former Position 


Following a discussion of proposed 
federal taxes on the jewelry industry the 
Missouri R.J.A. at its annual convention, 
at Sedalia, June 15 and 16, reversed a 
position formerly taken in favor of a 
source tax (on the manufacturer or im- 
porter) and went on record as favoring 
a jewelry tax, if one is absolutely neces- 
sary, at the point of sale. The action is 
in accord with the all but unanimous 
sentiment of all elements of the jewelry 
trade that a retail tax will be most sat- 
isfactory. 

The discussion and subsequent resolu- 
tion followed a complete exposition of the 
matter by George E. Gayou, executive 
vice-president of the Missouri Retailers 
Association, who spoke on “Taxes and 
Laws Affecting the Retailer.” Henry W. 
Von Unruh, Cincinnati, ANRJA_ presi- 
dent, participated in the discussion and 
explained the considered judgment of 
the Jewelry Industry Tax Committee on 
the matter. 

Other speakers and their topics were: 
Otto Kortkamp, president of the St. 
Louis Guild, A.G.S., “Possibilities of 
Colored Stones;” Harry G. Butterfield, 
Joplin, Mo., “The Eloquence of Gems 
and Jewelry”; H. lL. Carter, vice-presi- 
dent of the J. H. Mace Co., Kansas City, 
“American Watches ;” George M. Husser, 
manager of the Kansas City Better Busi- 
ness Bureau, “Rackets that Get the 
Jeweler’s Money;” John C. Buchroeder, 
Columbia, vice-president of the associa- 
tion, “Jewelry Manufacturing and Re- 
pairing;” K. U. Love, of the Sedalia 
Democrat and Capitol, “Advertising,” 
and William G. Drosten, St. Touis, “The 
Jewelry Industry Publicity Board.” 

A resolution was adopted recommend- 
ing that ANRJA go on record as favor- 
ing the distribution of American watches 
solely through recognized wholesalers and 
retailers. 

Reelected officers are: Phil A. Dall- 
meyer, Jefferson City, president; John A. 
Buchroeder, Columbia, vice-president, and 
Fred Sands, Kansas City, secretary- 
treasurer. 

The principai address at the conven- 
tion of the Horological Association of 
Missouri, Sunday, was by Gustav Van 
Erp, director of the Kansas City School 
of Watchmaking, on the subject, “The 
Watchmaker as Aircraft Instrument Re- 
pairman and His Qualifications.” 'There 
was a display of aircraft instruments, 
arranged by the Kansas City School of 
Watchmaking. 

The Horologists elected the following 
officers: Raymond C. Gable, St. Louis, 
president; Clemens Wolff, St. Louis; 
James M. Dale, Albany; Charles Per- 
cival, Thayer, and L. E. Cavanaugh, 
Springfield, vice-presidents ; Joseph E. 
Obmann, St. Louis, secretary; Clinton 
Holt, Jefferson City, treasurer, and 
W. B. Hastings, Joplin, and Otto Falk, 
Bowling Green, directors. It was decided 
to hold the next watchmakers convention, 
April 26, 1942, at Jefferson City, Mo. 

The joint banquet of the two associa- 
tions Sunday evening was attended by 
more than 150. Speakers were Mr. Von 
Unruh and Raymond C. Gable, St. Louis, 
reelected president of the watchmakers’ 
association. 

The surprise entertainment of the din- 
ner was a quiz program devised and 
conducted by Benny Riseman, salesman 
for the Edwards-Ludwig-Fuller (Co., 
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Kansas City. Each of the five men and 
five women drawn by lots as the panel 
of experts won ten cash prizes for an- 
swering both humorous and catchy ques- 
tions, mostly pertaining to the jewelry 
trade. An “onery” degree was conferred 
on each, for having “completed the cur- 
riculum of demerits in the Course of 
Horrorology and Inferior Business Man- 
agement.” 


The Arizona R.J.A. convention will 
hold its annual meeting at Tucson, on a 
date in October which has not been set 
as yet. 





NEMJSA Raises $6,500 for Publicity 


The New England Manufacturing 
Jewelers and Silversmiths Association 
has again gone over the top with sub- 
scriptions in its campaign for funds for 
the Jewelry Industry Publicity Board, 
having exceeded its quota. It was driv- 
ing for a total of $6000 and Edward O. 
Otis, Jr., secretary, reports that approxi- 
mately $6,500 was subscribed. 


New Mexico Horos Elect 


The New Mexico Horological Associa- 
tion, U.H.A., at its recent annual meet- 
ing at Albuquerque. elected G. W. Gra- 
ham, president; E. M. Click, vice-presi- 
dent, and S. Bell, secretary-treasurer. 





JEWELERS GROUP MIXES GOLF, FISHING WITH RESEARCHING AT SOUTHERN RESORT 





The Jewelers’ Research Group, comprising a number of the leading jewelry stores of the country, at a 
recent meeting at Gulfport, Miss., found considerable time for pleasant pursuits along with its study 
of trade statistics and problems. In the first picture Frank Maier, of Maier & Berkele, Atlanta, tees off 
while Stanley Smith, Bagley & Co., Duluth; Walter B. Jaccard, Jaccard Jewelry Corp., Kansas City, Mo.; 
James D. Dougherty, J. B. Hudson Co., Minneapolis, and Cliff Josephson, of Moline, Ul., wait their 
turns. '‘‘Jim'' Dougherty was ‘'snapped"’ in conversation with Wilson A. Streeter, of Bailey, Banks & 
Biddle Co., Philadelphia. Another conversation took place on a Mississippi levee between Paul Hardy, 
Hardy & Hayes, Pittsburgh; Percy K. Loud, Wright, Kay & Co., Detroit, and Edward F. Herschede, 
Frank Herschede Co., Cincinnati. Shown in the fourth group are, from left to right, Mr. Dougherty, 
Mr. and Mrs. Streeter, Mrs. Josephson, Edward Wright, of Wright, Kay & Co., Myron Everts, of A. 
Everts & Co., Dallas, Texas, Mrs. Loud and Mr. Josephson. . 

Other jewelers who attended were: William G. Thurber, Tilden-Thurber Corp., Providence; Leo J. Vogt, 
and Linn Culbertson, of Hess & Culbertson, St. Louis, Mo.; Oscar Homann, the C. B. Brown Co., Omaha; 
Burton Joseph, S. Joseph & Sons, Des Moines, la.; Robert Bromberg, Bromberg & Co., Birmingham, and 


Joseph E. Jessop, of J. Jessop & Sons, San Diego, Cal. 








BURROUGHS 
MINIATURE REPRODUCTIONS of ANTIQUE CLOCKS 





Our No. 6 (1 Dozen) Assortment (49-Hour) at $42.00 
Includes Display 





Maple and Mahogany Finishes. 





Send for Our Illustrated Catalogues 


40-Hour, Alarm, Electric and 8-Day Guaranteed Movements 
54,” to 18” High, $3.00 to $6.00 Each 
To be advertised in Fall and Holiday Issues of HOUSE BEAUTIFUL 


THE BURROUGHS COMPANY 


225 FIFTH AVENUE, NEW YORK 


WINSTED, CONN. 
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Highest sl 
prices Pid ude 


Modern and 
Antique Jewels 


containing 
Diamonds and Precious 
Colored Stones 


Bids Cheerfully 
Submitted 


VARTANIAN & SONS 


608 Fifth Avenue 
New York 


No Estate Too Large 











CRYSTALS 
ARE MADE IN U-5-A. 









EWIT 
COULD BE DONE 
the AMERICAN WAY! 





KD Nu-Empire CRYSTALS are superior 
to the best imported brands, yet are 


priced no higher! 
Your customers will welcome an 
American made product in place 
of imported ones. 


if your jobber cannot supply KD 
Nu-Empire Crystals, write for samples and 
prices. Attractive counter display avail- 
eble at no cost. 


L. I. C. CRYSTAL CORP. 


116 NASSAU ST. 


Wholesale Distributors 
NEW YORK, N. Y. 
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q Durward Howes, Wilshire Blvd. jewel- 


er, is serving as president of Wilshire 
Center, the civic organization which 
sponsored the West’s first Easter Prom- 
enade. Wilshire Center is a 12-block 
section of Wilshire Blvd. noted for its 
smart shops, hotels and restaurants. 


qCarl E. Schultz is now sole owner of 
the Hultz & Schultz jewelry store in 
Beverly Hills, Cal., having purchased 
the interest of his former partner. The 
business will now be known as Carl E. 
Schultz, Jeweler. Exact future plans of 
Mr. Hultz have not been made, but he is 
planning to enter the manufacturing 
business, probably that of platinum 
jewelry making. 

q A retail store has been opened by 
Joseff at 3324 Wilshire Blvd., Los 
Angeles. It specializes in custom design- 
ing and carries a stock of real stone cos- 
tume pieces. A feature of this shop is 
the earring salon, where some 3000 dif- 
ferent, new earrings are on display. The 
building occupied by Joseff also houses a 
display room for his wholesale com- 
mercial line and a complete shop where 
all originals and studio pieces are made. 
Adaptations of this line for the com- 
mercial trade are being manufactured in 
a new plant at Burbank. 


q Window interest in the B. D. Howes 
and Son fine retail jewelry store in the 
Wilshire district, Los Angeles, has been 
heightened through devoting each one of 
the windows to a display of one of five 
precious gems. Most striking of the 
many beautiful pieces was a Botonee 
cross made entirely of diamonds and 
designed especially for the occasion by 
Marion S. Elliott of the Howes staff. 
The eight-inch cross was solidly paved 
with 25 carats of round diamonds. One 
fine 5% carat stone, flanked by five 
large baguettes, formed the center of 
the intersection. The four rounded ends 
of the cross were fashioned .of round 
diamonds, three on each end, weighing a 
carat and a half each. Surrounding the 
intersection was a halo of round dia- 
monds, with 80 baguettes radiating from 
it. Durward Howes, second-generation 
head of his firm, placed a value of 
$40,000 on this display piece. 


Watchmakers Guild Votes 
To Ask 20% Wage Increase 


q An increase of 20 per cent in wages 
will be asked by watchmakers of the 
Hampden County (Mass.) Horological 
Guild No. 5 as a result of a resolution 
adopted at a meeting, on June 10. It 
was said that although watchmakers are 
highly skilled, they are underpaid in 
comparison with other skilled crafts and 
work long hours, six days a week. A 
shortage of watchmakers is said likely 
to result because many are being assimi- 
lated into national defense work. 








Rudolph Bros. Air Landt Trio 


Rudolph Bros., Inc., supplemented 
newspaper copy on its 35th anniversary 
sale with five-minute transcriptions, fea- 
turing the nationally-known Landt Trio, 
on radio stations in Syracuse, Rochester, 
Batavia, Jamestown, Auburn, Ithaca, 
Utica, Binghamton, Schenectady, Troy, 
Albany, Newburgh and Jersey City. The 
firm, which has headquarters in Syra- 
cuse, sustains another program. 





Hamilton Paying Increases, Bonuses 
To Overcome Higher C. of L. 


In keeping with its avowed Policy of 
adjusting wage levels to fluctuations jn 
living costs the Hamilton Watch Co,, last 
month, announced wage bonuses and jp- 
creases to factory employes, effective 
May 30, at a total estimated annual in- 
crease in payroll in excess of $300,009 
The increases do not apply to salaried 
personnel. 

Calvin M. Kendig, president, in ap. 
nouncing the increases said, “It has 
always been our policy to pay wages as 
high or higher than those paid by other 
industries in the community.” 

A 5c. per hour bonus for the first 40 
hours per week and a 7c. bonus for 
overtime hours each week is now bein 
paid to all factory wage earners em- 
ployed prior to Jan. 1. Those employed 
after that date will be eligible for the 
bonus after a period of six months. 

In addition to this bonus, increased 
guaranteed minimum hourly rates for all 
other than beginners are as follows: Male 
employees (exclusive of errand boys) 
with ten weeks’ service, 50c. per hour; 
and female employees and office boys with 
ten weeks’ service, 40c. per hour. 

If the total weekly earnings of any 
piece worker do not equal this new guar- 
anteed minimum rate, the company will 
make up the difference as guaranteed 
pay. The many skilled employees al- 
ready employed at rates in excess of the 
new minimum guarantee will gain by the 
bonus. The new higher minimum rates 
for skilled and unskilled workers will 
insure even the lowest wage group a sub- 
stantial increase. 














Nathan Carries 
EVERYTHING in Stones 


from Amethyst 
to Zircon 


For almost 2 generations this company has 
built its reputation on the consistent abil- 
ity to meet almost any specific stone need. 
Comprehensive stocks of stones of general 
description are always available here. Also 
worthwhile selections in stones of current 
fashion-demand such as_ star-sapphires, 
rubies, topaz, moonstones, aquamarines . 

as well as cultured and oriental pearls. 


@ SALES & EXECUTIVE OFFICES: 
610 Fifth Ave. (Rockefeller Center) 


@ JOBBING & LAPIDARY: 
71 Nassau St., New York 


(Providence: 40 Fountain Street) 


S. NATHAN & CO., Inc. 


N 
M Exconpastinn DY’ Stone Service 


SINCE 1901 
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ailey’s, Inc., jewelers at 9 E. 36th 
ey now celebrating the 40th anni- 
versary. Howard S. Kennedy is presi- 
— Pollack has moved his business to 
Hester St., and the Bowery, where he 
is now operating as the Lucky Jewelers 

e. 

oo Moss, of the Mossalone Co., 
48 W. 48th St., was married to Miss 
Shirley Bach, of New York City, on June 
17. After the ceremony the couple was 
entertained at Ben Marden’s Riviera. 
4 Milton Beral has resigned as buyer for 
the jewelry, appliance and gift depart- 
ments of Pisers, the Bronx, in order to 
assume the same work with Bing & Co., 
Cleveland. ° 
4 The Apex Watch Case Mfg. Co., Inc., 
is located at 304 E. 45th St., and not at 
30 E. 45th St. as was stated by error in 
this column, last month, in an item noting 
that the firm had doubled its floor space 
on the 16th floor at 304 E. 45th St. 

Louis Tamis & Sons, goldsmiths at 
36 W. 47th St., have completely reno- 
vated their offices. A most modern and 
pleasing appearance has been created by 
the use of glass brick partitions and the 
installation of new fixtures. 
q Leonard Talner, one of the founders 
of the New Rochelle Jewelers Associa- 
tion and publicity director of the West- 
chester Association of Jewelers has been 
appointed to the directorate of the New 
Rochelle Chamber of Commerce. 
4A bonus of a week’s salary has been 
distributed to each of 40 employees of 
Wiss Sons, Inc., Newark jewelers. 
Jerome B. Wiss, president, announced 
that sales for the first three months of 
the year were the heaviest in the his- 
tory of the store, which was founded in 
1848. 
4A threatened strike of approximately 
600 watchcase workers in New York 
plants was averted when an agreement 
was negotiated by The Watchcase Manu- 
facturers Board of Trade and Watch 
and Jewelry Workers Union, No. 147. A 
new contract, providing for a substantial 
wage increase and a week’s vacation with 
pay, took effect June 15, when the old 
contract expired, and therefore no time 
was lost. 
q Leaders in the costume jewelry in- 
dustry of the city attended a dinner at 
the Biltmore Hotel, June 4, at which 
active solicitation was started to raise 
the $8,000 the industry is seeking as its 
contribution to the Greater New York 
Fund. Last year the section collected 
$5,800 for the Fund’s annual campaign. 

The principal speaker was former 
Postmaster General James A. Farley, 
chairman of the 1941 campaign. Carl 
Rosenberger of Coro, Inc., former chair- 
man of the Costume Jewelry Section, 
also spoke. Milton Heller of the Heller- 
Deltah Co. was a member of the dinner 
committee. 
q The members of the 24-Karat Club had 
a pleasant day of fellowship at their 
annual outing, Tuesday, June 24, at the 
North Shore Country Club, Sea Cliff, 
L. I. Golf was the chief diversion of the 
day, with the first players teeing off at 
9 a.m. Tennis, swimming and bridge 
were also on the program arranged by 
F. Irving Grinberg’s committee, other 
members of which were: Alan L. Brown, 
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Sigmund Cohn, Raymond Mehrlust, Ed- 
ward H. Muhlfeld, Albert O. Osterwald, 
Charles W. Sommer and Bert F. Young. 


Edward Krebiel, president, and Lee 
Reichman, treasurer, were ex-officio 
members. A _ toothsome luncheon was 


served at noon. 

q Marcus & Co., Fifth Ave. jewelers, has 
organized as follows for the ensuing 
year: William Elder Marcus, chairman 
of the board and treasurer; Chapin 
Marcus, president and secretary; Ken- 
neth I. Van Cott, vice-president, assis- 
tant secretary and assistant treasurer; 
Dorothy Elder Marcus, assistant secre- 
tary, and Messrs. Marcus, Van Cott, 
Miss Marcus and Harold G. Wesley, 
directors. Miss Mabel Macauley has been 
elected director of window displays. She 
had been associated for 13 years with 
T. Eaton & Co., Toronto, where she 
established a fine reputation as a cre- 
ator of artistic fashion displays, fashion 
shows and promotions, and as director of 
the store’s fashion bureau. Marcus & 
Co. was presented with first prize for 
jewelers in the window display contest 
to celebrate “Buy ‘Something British 
Week,” at a formal ceremony at City 
Hall, June 5. Newbold Morris, president 
of the City Council, presented the prize, 
a suitably engraved Sheffield silver plate, 
to Chapin Marcus. The display was 
created by W. Bayard Okie, Jr. 

q Col. William H. Bright, Boston, vice- 
president of the United Horological As- 
sociation, paid a surprise visit to the 
Horological Society of New York, June 
3. He said in an address that while he 
realized he was speaking to the oldest 
horological group in the country he was 
sure he had something new to bring to 
its attention and then recounted the bene- 
fits of affiliation with the national asso- 
ciation. He traced the growth of his 
organization from N.R.A. days to the 
present time when U.H.A. has 138 affil- 
iates with 8,000 members. He called 
attention to U.H.A.’s extensive library 
of horological material and its collection 
of stereopticon slides and recorded lec- 
tures. He also explained his organiza- 
tion’s efforts in connection with the De- 
fense program. Rochas Salomon, one of 
the founders of the society, took the 
chair to direct the election which resulted 
in the retention of Andrew Park, as 
president. W. H. Bruhwiler, vice-presi- 
dent; J. L. Gruner, recording secretary; 
Henry B. Fried, corresponding secre- 
tary; Frank Knoll, treasurer; C. K. 
Johns, librarian, and J. Keneske, assis- 
tant, were all reelected. 


Jewelers’ Attorney Makes Hole-in-One 


q Ross Baer, who does legal work for 
several clients in the jewelry trade, when 
he can spare time from the golf course, 
claims to have shot another hole-in-one. 
According to Ross’ story he was playing 
in a foursome on June 8, at Mountain 
View Country Club, whose third hole is 
125 yards. Seizing his trusty No. & iron 
—[What, a number 4 for 125 yards? 
Tsk, Tsk !—Ed.]—he smote the pellet so 
squarely upon the trade mark that it 
landed in the cup on the fly—and stayed. 
Claimant further deposes and says that 
he collected a bet of ten bucks made long 
ago with another member of the four- 
some to be paid to whomever first made 





BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 

















FRIEDMAN GEM CO., INC. 
ROYAL MARCASSITES | Sizes 1 to 12 
CULTURED PEARL NECKLACES 
ZIRCONS White and Blue, Fancy 
CHINESE JADE 
71 Nassau St. 


New York 





Contracts e Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 











Grarr,WasHsourne & DuNN 
Fine SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 

142 WEST 14th STREET 
NEW YORK 
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OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Ave. New York 




























ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 

e@ COATS-OF-ARMS e@ GEM CUTTERS 
e@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 
|_ 108 Fulton St. New York, N. Y. 
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THEODORE MOED 
Broker in 


CUTTABLE AND INDUSTRIAL 
DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 

















93 Nassau St., New York 
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“The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


116 NASSAU ST., NEW YORK, N. Y. 








9} PATENT Your IDEAS 
send a Sketch or Model 
of your invention for Li d 
CONGRATS ay 
FREE [Pree sure PATENT Engineer 






D 
S. 


for ANY Invention or Trade Mark 

















18S Crawford St. 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
Newark, N. J. 














vice. 
Quality work. 


UPTOWN HAIRSPRING SERVICE 


EXPERT HAIRSPRING 
VIBRATING 


Of ail Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 


A trial order will convince you of vur 


W. 47th Si. New York, N. Y. 











We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE Gems Co, 


| 20 West 47th St. 


“JADE” 


**The Gem Of Ages” 


New York 




















K.S. 507 


LADIES’ PLATINUM 
} & GOLD MOUNTINGS 
Solitaire - Wedding - Fancy 
GENTS’ RINGS 
Plat. & Gold 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 
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| getting to be a habit with Ross. 
| made another about a year ago. 


a hole in one in the presence of the other, 
but that the ensuing purchase of food 
and liquids for the foursome by way of 
celebration left him minus $7.43—net. 
‘Trust a lawyer to look at the dark side! 
Incidentally this hole in one business is 
ile 
Some 
day we hope to catch him in the act. 





New York Jewelry Manufacturers’ 
Group Supports Tax Committee 


The semi-annual dinner meeting of the 
Associate Jewelers, Inc., a New York 
organization of gold and platinum jewel- 
ry manufacturers, was so successful that 
the 50 members present voted for a din- 
ner-dance and entertainment in the Fall. 
Wives and sweethearts have never before 
been entertained by this organization. 

An increase of $1 a month in member- 
ship dues was authorized to defray asso- 
ciation expenses in connection with the 
new tax bill and other legislation affect- 
ing the jewelry industry. President 
Jacques Japka, of the LaFrance Jewelry 
Shop, pledged the organization's support 
for the Jewelry Industry ‘Tax Commit- 
tee, which has recommended to Congress 
a 5 per cent retail sales tax on jewelry. 


The dinner meeting was held at 
Schwartz's restaurant, 183 Broadway, 
New York, June 12. Walter Beer, of 


Szabo & Beer, findings manufacturers, 
and President Japka were in charge of 
entertainment and Mr. Beer and_ Phil 
Skalet in charge of publicity. ‘The mem- 
bership has increased 25 per cent in the 
last year and now totals 70. Irving 
Davidson, raconteur of Jewish humor, 
entertained. 


Watchmaker Licensing Law 
Upheld by Indiana Court; 
Sets Judicial Precedent 

Watchmaker licensing laws, now in 
effect in Wisconsin, Indiana and Ore- 
gon, were bolstered in the Madison (In- 
diana) Superior Court, recently, when 
the constitutionality of the Indiana li- 
censing law was upheld and an injunc- 
tion. granted against a watchmaker who 
had failed to procure a license from the 
Indiana State Board of Examiners in 
Watch Repairing. 

This was the first occasion that any 
Indiana higher court reviewed the law 
in its entirety with proper pleadings and 
legal briefs being filed and thoroughly 
considered. 

Formerly the “police power” of the 
state in enacting this type of legislation 
was restricted to those matters involving 
public health, safety and morals, but 
this has since been extended by equity 
decrees to include property of the public. 

The strong points in the ruling were: 
(1) That the trend of court decisions is 
toward liberality in construing what is 
police power and once any state enacts 
legislation regulating any particular 
trade, that trade is judicially presumed 
to be affected with police power and 
thereby constitutionally included, and 
(2) that the courts could not invade the 
province of the legislature by declaring 
something unconstitutional, which was 
earlier enacted by the legislature, and 
that any objections to such a law were 
for the legislature, the representatives 
of the people, to consider, unless such 
legislation would invade constitutional 
rights. 

The Indiana licensing law differs from 
those in other states in the respect that 
it contains an injunction clause as well 
as a criminal penalty clause. 








WESTCHESTER JEWELERS FROLIC 





the 


of 
shown at the third annual dinner-dance 
held at the Glen Island Casino, New 
Rochelle, May 25, when more than 250 
members and guests spent an enjoyable 


Officers Westchester R.J.A. 


and memorable evening, are, seated 
from left to right, David W. Simpson, 
New Rochelle, treasurer; Mrs. Maybelle 
Beerman, Yonkers, secretary, and Harry 
R. Gerber, White Plains, president, and 
standing, Leonard Talner, New Rochelle, 
publicity chairman, left, and Victor 
Ross, New Rochelle, vice-president. 
Guests of honor were: Phineas Peters, 
chairman of the Executive Board of Re- 
tail Jewelers’ Associations of Greater 
New York; C. M. Bradbury, president 
of the Associated Credit Jewelers of 
New York and New Jersey; William 
Wagner, chairman of the Jewelers’ En- 
forcement Committee; B. H. Schwartz, 
president of the Long Island R.J.A.; 
Charles T. Evans, secretary of ANRJA; 
Henry Astor, president of the Metropol- 
itan R.J.A.; S. Jacobson, president of 
the Bronx R.J.A.; J. Arnold Wood, 
president of the New York Guild, Amer- 
ican Gem Society; Harry J. Bromiey of 
NJ and Fred V. Cole, editor of Tue 
Jeweters’ CrircuLtar-Keysrone. There 
was a fine program of variety entertain- 
ment and dancing to the music of Charlie 
Spivak and His Orchestra. 

Mrs. Margaret Sies, alert jeweler at 
Rossville, Ga., discovered that one of 
the best-pulling displays she’s ever had 
was one built around a number of old 
photos of the personnel of local hosiery 
mills. The displays also showed the com- 
plete line of merchandise produced by 
the mills, as well as trophies won in 
athletic events by various teams of the 
mills. 








E carry a complete 

stock of diamonds 
and can fill all your dia- 
mond jewelry needs. 


Memorandum Selection 
Cheerfully Sent 


CHASE RAND CORP. 


Importers and Cutters of Diamonds 


64 West 48th Street New York City 








PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 
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40-Cents Per Hour Minima Expected to Apply to All 
in Jewelry Manufacturing; Directly Affects. | | ,500 


it on the ground that a wage differential 
was unworkable in the form prescribed 
and that ambiguities of the language of 
the recommendations made it impossible 
for many inanufacturers to classify them- 
selves. Administrator Fleming, in dis- 
approving the first committee’s recom- 
mendation stated that “Examination of 


The wages of approximately 11,500 
employees, employed | in more than a 
thousand manufacturing jewelry plants, 
mostly in New England and the metro- 
politan New York area, will be in- 
creased by a recommended 40 cent mini- 
mum for the jewelry trade. These 
jlants normally employ about 35,000. 


Since the Jewe ers’ Circutar-Kry- the record and the terms of the recom- 
srone could learn of no organized op- mendations shows that there are patent 


inconsistencies in the classifications 
which cannot be resolved.” 

The second proposal removes this 
principal objection by suggesting a flat 
rate of 40 cents, which was unanimously 
recommended by the workers, the manu- 
facturers and the public, all of whom 
were equally represented on the com- 
mittee. 

Alexander Hamilton Frey was chair- 
man of the committee. Representing the 
employers were: Charles John Simeon, 
works manager, Ostby & Barton Co.; 
Sturgis C. Rice, Whiting & Davis Co., 
Rawson L. Wood, J. R. Wood & Sons; 
August Kappel, Fallon & Kappel, Inc.; 
Leo F. Krussman, Trifari, Krussman & 
Fishel, Ine., and F. B. Stegeman, Wads- 
worth Watch Case Co. Six officials of 
jewelry workers’ unions participated. 


position to a 40-cent minima, as recom- 
mended by the Jewelry Manufacturing 
Industry Committee, by the time it went 
to press, it assumed that there would 
be very little, if any, objection to it 
at a public hearing, held on June 24, in 
Washington, and that General Philip B. 
Fleming, Administrator of the Wage 
and Hour Division, U. S. Department 
of Labor, would subsequently approve it. 

The Jewelry Committee recommended 
that any wage order issued by the Ad- 
ministrator be made effective Nov. 1, 
1941. 

The present committee was appointed 
after a first one recommended two sug- 
gested minima of 40 and 35 cents. ‘The 
high rate was to apply to workers on 
precious stones and the lower one to all 
other workers. There was opposition to 








REMODELINGS AND REMOVALS 











Edward H. Alich, Westwood, Cincinnati, O. 

Baird-North, Lapham Bldg., Westminster St., Providence, R. I. 

Beck Jewelry & Optical Co., 202 S. Walnut St., Muncie, Ind. 

Bigelow, Kennard & Co., Boston. Building at new location. 

Brown’s Jewelry Store, 249 Fulton Ave., Hempstead, N. Y. New location. 

C & S Jewelry Co., Dalton, Ga. Modernized. 

The Clock Shop, 313 N. Washington Ave., Lansing, Mich. Remodeling. Henry Lehman, prop. 

Comet’s, Pittsfield, Mass. Remodeled. 

Dobbs Jewelry & Loan Co., 126 E. Trade St., Charlotte, N. C. Irving Wender. 

Edward’s Jewelry Store, 309 Wall St., Kingston, N. Y. Modernizing. Irving ‘Adner. 

Arthur A. Everts Co., 1616 Main St., Dallas, Texas. New silver, crystal and china room. 

Frank S. Fisher, 3736 Main St., Riverside, Cal. New location. 

Gensler-Lee, 8th & K Sts., Sacramento, Cal. Modern new store. I. H. Schulman, mgr. 

Georges—Jewelers, 319 Main St., New Britain, Conn. Modernized. 

Hobson Bros., 219 N. Hamilton St., Dalton, Ga. Modernized. 

Huberman’s Camden Store, 802 Broadway, Camden, N. J. New front. 

Huberman’s, 846 Cumberland St., Lebanon, Pa. New front. 

Jewel Box, Inc., 99 Middle St., New Bern, N. C. Murray R. Fitterman. 

Kay Jewelry Co., Charlotte, N. C. Building new store. Lewis Bernstein, mgr. 

Moore Jewelry Store, Main & Madison Sts., Peoria, Ill. Ray and Earl Moore. 

William Packman, 717 Sansom St., Philadelphia, Pa. 

Littman’s Jewelers & Opticians, 345 George St., New Brunswick, N. J. Expanding, remodeling. 

Jimmy Livingstone’s, 230 W. Federal St., Youngstown, O. Modern establishment. 

Paver Jewelry Store, Main St., West Bend, Wis. New location. 

Perel & Lowenstein, Jackson, Tenn. Enlarged. F. A. Davis, mgr. 

R. & A. Jewelry Co., Paramount Theatre Bldg., Monroe, La. Modernized. Sam Rubin, prop. 

Robert Jewelers, 116 S. Main St., Adrian, Mich. New location. Robert R. Berman, prop. 

Ruby’s, Inc., 159 S. Main St., High Point, N. C. New location. W. C. Yaw. 

Rudolph Bros., 5rd & Cherry Sts., Jamestown, N. Y. Romie Stubell, mgr. 

Rudolph Bros., Water & 2nd Sts., Newburgh, N. Y. Modern new location. 
mer. 

G. D. Schneider & Son, Kingston, N. Y. Remodeled, enlarged. 

Guy W. Settle, 522 S. Main St., Tulsa, Okla. New location. 

Sharpiro Jewelers & Importers, 95 N. Pearl St., Albany, N. Y. Enlarging. 

Stewart Jewelry Shop, Main St., Hartford, Ky. New location. Chester and Arthur Stewart. 

W. A. Swope, San Diego, Texas. New location. 

Tom Wagner Jewelry Store, Hamilton, Tex. 

Wood’s Jewelry, 111 S. Kimball, Caldwell, Idaho. 


Moving. 
Modernized. K. R. Hoover, mgr. 


Herbert Blakeman, 


J. L. Wood. 





ARISTO 


Impermeable Watches 
A fine line of waterproofs 
to fill every demand. 
No. 307 Waterproof 7 jewel 
steel back anti-magnetic 
radium dial. List $17.00 
No. 308 Waterproof with 
Sweep second hand, illus- 
trated. 7 J, Steel Back. 
Radium. List $19.50 
No. 317 Waterproof, Shock- 


proof, Sweep Second, All 
Steel Case, 17 Jewels, 
Radium. List $31.50 


No. 417 Waterproof Self- 
winding, Shockproof, 9 K 
Rose Gold Case, steel back. 

List $65.00 

Will send samples 
on approval. 
Aristo Import Co., Inc. 
Dept. K 6 630 Fifth Ave 
Radio City, New York. 





Henry Lambert, of Lambert Bros., New York 
jewelers, peers through a bevy of Chinese beau- 
ties in admiration of a selection of wrist watch 
attachments, created under the supervision of the 
Chinese Women's Relief Association to bring 
authentic motifs of Chinese legends and dynas- 
ties to American fabric design. 





No. 308 
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GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“22 years at the same 
address” 





(Before) 
(After ) 














Fine Gold .99975-— 
JOSEPH SLOVES 


Refiners Assayers 
149 Canal St., New York City 
Lic. No. NY-5R13-415 





A LINE FOR JEWELERS 


500 pieces of handmade sterling silver—men’s, women’s 
and children’s jewelry, gadgets, novelties and table 

ies. S fully promoted by leading jewelers. 
Each piece available with raised monogram. Heavy, 
modern, and beautifully handcrafted. Retail] from 
$1.50 to $50. Catalog on request. 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 
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— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 
EXCHANGE WATCH REPAIR CO. 


155 CANAL ST. NEW YORK 
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WATCH 





REVISED 


SERVICE PRICE LIST 





A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 
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ELGIN & BELMAR 


SATC HES 


LOUIS SICKLES 


1015 Chestnut St. Philadelphia. Pa. 
Wholesale Mitributarstothe Lrade” 








Z IRNKIL TON 


HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X ZIRNKILTON 24,8421. 87; 


PHILADELPHIA 














Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street ¢ oe Philadelphia 


BYARD F. BROGAN 











nyholestle 
Wounonns 


Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 
LOWEST PRICES & PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 

134 S. 8th Street Philadelphia, Pa. 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘‘Your 
Future and Our School’”’ 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 
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q Charles Noyes is now associated with 
the Oneida Community Silver Co. office 
in Philadelphia, at 722 Chestnut St. 
qJohn M. J. Costello, formerly of 731 
Sansom St., took new quarters at 727 
Sansom St., June 16. 

q Tentative plans for an outing late in 
June or in July were under way last 
month for Retail Jewelers’ Association 
of Eastern Pennsylvania. 

qCharles J. Davey, employed in the 
engraving department of I. Bedichimer 
& Co., was married on May 31, to Miss 
Edna Lois Reed, of Royersford, Pa. 


qStephen Gibbons, formerly of Fulmer 
& Gibbons, 214 S. 12th St., is now a 
lieutenant in the Quartermaster Corps 
attached to the Air Corps at Albany, 
Ga. Mr. Gibbons was married shortly 
before entering the Army to Miss Anne 
Freeman. 

q The Sansom Street Business Men’s As- 
sociation will hold its annual picnic and 
outing, July 26, at the Melrose Country 
Club. As in past years, the event will 
be featured by a sports program with 
members from the north side of the 
street competing with those from the 
south side for a trophy which last year 
was won by the South Siders. Soft ball, 
tug-of-war, potato race, 100 and 200 
yard dashes, volley ball, sack race, gas 
ball, tennis, golf and badminton all will 
be on the program. At a meeting, June 
3, Michael Orloff was named chairman 
of the committee on arrangements, as- 
sisted by George MHagstoz, Robert 
Shifren, John M. J. Costello, Norman 
Hinde, Josef S. Milner, William Pickens, 
president of the association, and Ar- 
mand Jacoby. 

q Robert L. Coates, wholesale jeweler at 
Swarthmore, Pa., is looking forward to 
Aug. 3, which date marks his 50th anni- 
versary of his start in the trade as a 
clerk with the old Philadelphia wholesale 
firm of Louis P. White. Shortly after 
that business was liquidated in 1931, Mr. 
Coates entered business for himself. He 
had been a member of the executive 
board of the National Wholesale Jewelers 
Association for several terms. He was 
also a former secretary and treasurer of 
the Philadelphia Jewelers Club, and sec- 
retary and one of the founders of the 
Philadelphia Wholesale Jewelers Asso- 
ciation. He was also publisher and man- 
ager of the Trade Journal, a coopera- 
tive effort on the part of wholesalers in 
Philadelphia to advertise local interests. 
Mr. Coates has always been active in 
the affairs of the Society of Friends. 


qH. R. Pedrick and Robert Franks of 
the Philadelphia Horological Guild vis- 
ited the newly-organized Scranton Guild, 
June 10. The meeting was the second 
held by the Scranton organization and 
was attended by 25 watchmakers from 
that city and vicinity. Walter Stoeckler 
has been elected temporary president. 
The Scranton group has decided to join 
state and national associations and to 
work for a state licensing law for watch- 
makers in Pennsylvania. At the state 
horological convention last March, Mr. 
Stoeckler made a bid for the 1942 con- 
vention for Scranton and was told that 
the convention might be awarded the up- 
state city if a guild could be formed 
there in six months. Mr. Pedrick, a 
state association vice-president, and Mr. 
Franks, member of the executive board 


of the Philadelphia Guild, were g 
pointed to visit the Scranton watch. 
makers, at a meeting of the Philadelphia 
Guild, June 3. They reported that they 
had contacted horologists in Easton and 
Allentown and sounded out sentiment 
for the formation of guilds in those 
cities. 


H.I.A. Educational Service 
Inaugurated With Beehler Articles 
Now Running Serially in J.C.-K. 


The Horological Institute of America 
has thanked Howard L. Beehler and 
THe JEWELERS’ CircuLar-Keystone for 
enabling the start this year of the Insti- 
tute’s educational bulletin service. 

The project had been standing still, 
waiting funds that could not be found, 
until Mr. Beehler, president of the Insti- 
tute, and the publishers of Tue Jeweters’ 
Cmcunar-KeystoneE worked out a plan 
to produce the bulletins at a saving to 
the Institute of five-sixths of their cost 
otherwise. 

Under this plan, THe J£Eweters’ 
Cincutar-Keystone is publishing the 
educational articles serially under the 
title, “Practical Modern Watchmaking,” 
thus saving the Horological Institute of 
America all charges for type composition 
and for halftone or linecut illustrations, 
The Horological Institute of America 
then uses the same type and illustrative 
cuts for its looseleaf bulletins, the first 
of which was released to members in 
May. 

“This initial offering of the Institute's 
technical bulletins,’ the H.I.A. Educa- 
tional Committee reported at the Asso- 
ciation’s convention in Washington, May 
19, “will be looked upon as a sample of 
the quality of all that shall follow. Copies 
of the work are here for your examina- 
tion and judgment. We believe that 
many who do make a critical inspection 
of Mr. Beehler’s essays on the detached 
lever escapement will see in them the 
best explanations of practical work and 
elementary theory on that subject among 
the publications now accessible to stu- 
dents and workmen.” 


Loss Leaders Are “Out" in Wisconsin 


Gov. Julius P. Heil has signed the 
Peters bill, which amends Wisconsin’s 
1939 unfair sales act to prevent loss 
leaders by providing that “evidence of 
any advertisement, offer to sell, or sale 
of any item of merchandise by any re- 
tailer or wholesaler at less than cost as 
defined in this section shall be prima 
facie evidence of intent to induce the 
purchase of other merchandise, or to un- 
fairly divert trade from a competitor, or 
to otherwise injure a competitor.” 

The amendment further clarifies the 
act by specifying that cost shall be based 
upon the invoice cost of the merchandise 
within 30 days prior to the date of sale. 














College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


. Sy ,Eroad and Somerset Streets 
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Because of war-time trade dislocations 
the United States has increased sales of 
watches and clocks in South Africa by 

50 per cent. 
_, meena of Miss Ann Hutchi- 
son Ashley, daughter of Earl H. Ashley, 
rominent stone importer and dealer, 
has been announced. Miss Ashley is en- 
gaged to William Rolfe Files, Jr. 

Felch & Co., manufacturing jewelers, 
have purchased a one-story cement 
building at 308 Dexter St. and_ will 
carry on manufacturing operations in 
that location. The building has a floor 
space of approximately 3000 square feet. 

F. C. Jones, formerly assistant to the 
president of Handy & Harmon, New 
York smelters and refiners with plant 
in Providence, has been appointed man- 
ager of the company’s Bridgeport, Conn., 
plant. 

The War Department announced that 
the Quartermaster Corps had awarded 
an order for 60,000 collar insignia, val- 
ued at $8,268, to Ostby & Barton Co., 
local jewelry manufacturers. This is 
one in a series of such orders that has 
been awarded to Ostby & Barton Co. 

q Members of the American Electroplat- 
ing Society made an_ inspection trip 
through the plant of Whiting & Davis 
in Plainville, Mass., during the annual 
convention of the society, which was held 
in Boston, June 9-12. Many Providence 
members were among those attending 
the annual convention. 

q Edmund C. Mayo, head of the Gorham 


Manufacturing Co. and Harold W. 
Ostby, of Ostby & Barton Co., are 
among trustees of the Rhode Island 


School of Design. Mr. Mayo will serve 
for a period of six years while Mr. 
Ostby is serving the remainder of a sim- 
ilar period. 

qPayrolls in the Rhode Island jewelry 
and silverware manufacturing industry 
totaled $1,547,865 during the month of 
May, according to a report by the Bos- 
ton Federal Reserve Bank. While the 
May total was one-half of one per cent 
below the April level, the figure repre- 
sented a gain of nearly 40 per cent from 
the May level a year ago. 
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South American Trade 
Better for New England Firms; 
Plants Rushing Fall Lines 


Rhode Island jewelry manufacturers 
note a pronounced pick-up in exports to 
South America. With imports from 
German manufacturers restricted by the 
European war the American industry is 
regaining a substantial portion of the 
South American market. 

Particularly outstanding has been the 
‘all for such low-priced merchandise as 
earrings and collar buttons. In a move 
to increase still further this trade with 
and to improve relations within the 
hemisphere New England interests have 
asked the State Department when ne- 
gotiating trade agreements to request 
Argentina and Uruguay to relax import 
duties on jewelry articles. 

The Providence-Attleboro area manu- 
facturers of Fall lines for the wholesale 
trade are operating at a fast clip. Some 
firms are reported planning to sustain 
the brisk pace by asking employees to 
forego the usual vacation and accept a 
bonus of a week’s pay in settlement 
thereof. It has been the practice of the 
industry to cease major operations dur- 
ing the week of July 4 in order to grant 
such vacations and to allow for boiler 
inspection and the like. 

The metal situation is causing the New 
England manufacturers considerable 
concern, with aluminum and nickel im- 
possible to obtain and silver, brass and 
tin growing progressively scarcer. Indi- 
vidual companies are reluctant to com- 
ment on their respective inventory status, 
but one well-informed executive declared 
that in his opinion the picture is quite 
gloomy but not yet acute. Efforts are 
being made to obtain defense work suit- 
able for jewelry plants, thus enabling 
the industry to aid in the defense ef- 
fort and to sustain production in the 
event that materials for the manufac- 
ture of civilian lines are impossible to 
obtain. Generally, however, this matter 
remains in the discussion stage. 








NEW RETAIL ENTERPRISES 








Ted Abrams, Uniontown, Pa. 


Berman’s Jewelry Store, 117 S. 4th St., Clarksburg, W. Va. 


(8th unit.) Urban S. Johns. 


Busch Kredit Jewelry Cv., 629 Broadway, Gary, Ind 
Tom Chauncey Jewelry Co., 206 E. Washington St., Phoenix, Ariz. 
Crosby Jewelers, 327 High St., Burlington, N. J. Ralph Michelson, mgr. 


Crosby Jewelers, 545 N. Clinton Ave., Trenton, N. J. 


(8rd unit.) 


Edward’s Credit Jewelers, 603 Clay Ave., Jeannette, Pa. Edward M. Auslander. 
Eljean Jewelers, 230 Broadway, South Fallsburg, N. Y. 


Nelson J. Forney, Jr., Chestertown, Md. 
Gem Credit Jewelers, Ada, Okla. 


Goldsmiths, Inc., 1515 5th Ave., Seattle, Wash. 


Mr. & Mrs. Asa Hutchinson. 
William Lockow, mgr. 


Heiman’s Jewelers, Center & Washington Sts., Corry, Pa 


Hutchinson’s, 161 N. Sam Houston, San Benito, Tex. 


J. & E. Jewelers, Southbridge, Mass. 


Mr. & Mrs. M. G. Hutchinson. 


The Jewel Shop, Inc., 331 Main St., Greenwood, S. C. E. C. Harpstrite, mgr. 


Joseff, 3324 Wilshire Blvd., Los Angeles, Cal. 


Lang’s Jewelers, 116 W. Capitol, Little Rock, Ark. 
Jack Slotnik & Irving Farber. 
Lloyd Jewelers, 716 ‘Allegheny River Blvd., Verona, Pa. 


LeRoy, 951 Broadway, Tacoma, Wash. 


Adam Lang. 


Philip Weimer, mgr. 


Mack’s Jewelry, Gift & Appliance Shop, 23 E. Bridge St., Oswego, N. Y. Philip Zimmerman, 


mer. 


W. C. Meyer, 201 Gliddens-Lane Bldg., Shreveport, La. 


Norman’s, Main St. & Gallatin Ave., Uniontown, Pa. 
Raymond’s Jewelry Store, 221 E. Main St., Olney, Ill. 


Regal & Blum (12th unit), Lock Haven, Pa. 
Rudolph Bros., Inc., North & Main Sts., 
Cleo E. Simpson, 413 S. Boston Ave., 


Theodore Abrams, owner. 
Raymond Samuelson. 


Nate Blum & Harry Regal, props. 
Middletown, N. Y. Joseph Kahn, mer. 
4 Tulsa, Okla. 

David Shulan, 212 Market Ave., N., Canton, O. 


Stroupe’s Credit Jewelry Store, Lincolnton, N. C. Russel & James Stroupe. 
Town Jewelers, 170 Franklyn Ave., Aliquippa, Pa. Paul Bohac. 
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OFFICES 
347 51m AVE., NEW YORK, N. Y. 
105 CHESTNUT ST:, NEWARK, N. J. 
CHICAGO + LOS ANGELES + SAN FRANCISCO 











FOR 


DISTINCTIVE 
DISPLAY 


SCULPTURED 
WANDS 


HELEN 
LIEDLOFF 


1947: BROADWAY 
ENdicott 2-0526 N.Y.C. 





















22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 





ZIRCONS 


in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 
ZERNOR INC. 


2 W. 47th St. BRyant 9-0294 N. Y. City 























REED & BARTON 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 








250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 
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CUTTING A MELON 


FOR YOU 





You'll get real dividends from 


the merchandise shown in our 


NEW FALL LINE 


The pick of the best from the 


leading manufacturers. 


Our men will soon be 


on the road 


Wait for them! 

















Z1 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 


CHULTZ 


TERLING 
HOLLOWWARE 


fi. G. Schult; 


423 E. Lombard St. 


WATCH REPAIRING 


For the Trade Only 
Quality Workmanship Guaranteed 
4 to 5 day service 
SEND FOR OUR PRICE LIST 


ALBERT BINDER 
802 Sansom St. Philadelphia, Pa. 
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qLeo Putzel is now associated with 
Julius Goodman & Son, Memphis, Tenn. 
qA. R. Suritz has been named manager 
of the Charlotte, N. C., branch store of 
Schneer’s, Inc. 

q Frank Kunkel, formerly of Cincinnati, 
O., has joined the staff of Kimberly’s, 
Inc., Atlanta, as a diamond setter, de- 
signer and special order worker. 

qAlva Collins has purchased the Major 
& Sheldon jewelry store, Shelbyville, 
Ind., with which he has been affiliated 
for the past 17 years. 

qJohn H. Miller, Jr., a watchmaker 
from Mercersburg, Pa., has taken a po- 
sition with Julien P. Friez & Sons, Balti- 
more, makers of weather instruments. 

q Roy Stern, manager of the Atlanta, 
Ga., branch of Swartchild and Co., has 
returned from a three weeks’ vacation 
spent on the Pacific Coast. 

qSol Lazerow, owner of the Laurel 
Jewelry Shop at Laurel, Md., trod the 
measures of the wedding march with 
Miss Rose Raffel, last month. 

qJoseph Blum, who has been for 16 
years representing the U. S. Jewelry Co., 
Baltimore wholesalers, as a salesman, is 
receiving congratulations on entering the 
ranks of Benedicts. 

qL. D. Saunders, manager of the Savan- 
nah, Ga., store of Friedmans, Jewelers, 
has been named president of the Savan- 
nah Lions’ Club. He served as _ vice- 
president during the past year. 

q Recent visitors in Baltimore included 
Ben Kingoff, of Wilmington, N. C.; Ray 
Feldman, of Martinsville, Va.; F. Stan- 
ford, of Elkins, W. Va., and Mr. and 
Mrs. Jack Jordan, of Dunn, N. C. 

q Oscar Caplan & Sons, of 207 W. Sara- 
toga St., and Brady’s, of 106 N. Eutaw 
St., have joined the ranks of the Balti- 
more jewelry stores that are contribut- 
ing to the comfort of their customers by 
air-conditioning. 

q Among this season’s crop of graduates 
in optometry were Harold Bers, Balti- 
more; Alvin Baum, Jr., Richmond, Va., 
and Joseph Goldberg, Portsmouth, Va., 
all sons of prominent jewelers in their 
respective cities. 

q Fourteen watchmakers of Shreveport, 
La., met May 29, as dinner guests of E. 
Powdrill, of Swartchild & Co., for the 
purpose of forming an organization. It 
was decided to adopt a constitution and 
elect officers at the next meeting. 
qSixty employees of Hausmann, Inc., 
New Orleans jewelers, planned the an- 
nual picnic at a recent meeting. The 
event was planned for June 22, at the 
country home of Henry Bermingham, 
one of the employees in the manufactur- 
ing department, at Slidell, La. 
qGranville N. Tubman, Jr., a member 
of the firm of G. L. Tubman & Sons, 
Cambridge, Md., took the vows for life 
on June 28, with Miss Margaret Nielson, 
of Chicago. Leon Engel, of J. Engel & 
Co., Inc., wholesaler of Baltimore, aided 
and abetted the affair in the capacity of 
usher. 

q Maurie Platt, for several years asso- 
ciated with Perel & Lowenstein, Mem- 
phis, Tenn., spent some time in Chicago 
during June purchasing the opening 
stock for a new jewelry store to be 
opened at 116 Union st., Memphis, on 
July 1. It will be known as the Platt 
Jewelry Co. 

q Ward Hauger, manager of the S. T. 
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Vda 
Md., was stricken with pneumonia some 
weeks ago, and was taken to the hospi- 
tal, where he remained only three weeks 
He has fully recovered and is rearing to 
get to work again. He has the reputa- 
tion of being a whirlwind salesman with 
an irresistible personality. 

q Harley Strong, who was manager of 
the watch department at Holzman’s 
Inc., is now located in Starke, Fla. 
where he is engaged in the jewelry busi. 
ness. Mr. Strong was one of the organ- 
izers of the Atlanta Watchmakers’ Guild 
and served as its president from the 
time it was formed until he left for 
Florida. 

qJ. R. Fitzpatrick, formerly in the 
jewelry business in Memphis, Tenn., has 
formed a partnership with M. I. Garber 
to open a store in Milan, Tenn., where a 
new store has just been built and 
modernly equipped and lighted for the 
new enterprise. Mr. Fitzpatrick spent 
several days in Chicago last month 
selecting merchandise for the new store. 
q A new A.G.S. Guild has been formed 
in Memphis, Tenn., with the following 
officers: President, H. Julian Knox; 
vice-president, Walter Grady; secretary, 
A. N. Wolff, and treasurer, Andrew K. 
Jobe. At the last meeting, on June 30, 
at the City Museum Pink Palace, Mr. 
Knox lectured on “Minerals and Metals 
—Where They are Found and Mined.” 
q Marriage licenses recorded by the Ful- 
ton County marriage license clerk, in 
Atlanta, Ga., broke all records for April 
when 350 licenses were issued in April, 
1941. The previous high record for 
April, which was made in 1931, was 293, 
and the all-time high occurred in June, 
1936, when a total of 419 marriage li- 
censes were issued, but it is believed 
that June set a new record. 

q Eight employees of the Stanley Jewel- 
ry Co., Savannah, Ga., who have been 
connected with the firm for five years or 
longer, were presented with gifts by 
President Joseph Perlstein at the an- 
nual meeting of the company. They 




















In these times when stock on 
hand means profitable sales .. . 
you can depend on the U. S. 
Jewelry Co. to give you quick ser- 


vice and satisfaction! And you 
can count on getting the “right 
goods” . . . new, smart ideas in 
quality watches, clocks, diamonds, 
and jewelry. For proof .. . write 
or wire today for a complete 
showing. 


IMPORTERS OF EASTON WATCHES TO RETAIL 
AT $9.75 UP. WRITE FOR A CATALOG. 


USJEWEERY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 








Little Jewelry Co. store in Cumberland, 
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were H. T. Bailey, T. B. Clarke, JY 
store manager, Harry King, George 
Sanders, Jr. Percy Cohen, W. F. Gail- 
Jard and Berry Williams. 

The Henegan-Bates Co., one of the 
leading jewelry firms in Baltimore, has 
added Arthur Reibetanz to its sales 
staff. Mr. Reibetanz began his business 
life as errand and general utility boy 
with Samuel Kirk & Son, silversmiths 
and jewelers, rising through various 
rades until he attained a responsible 
position. He later was connected with 
the H. A. Fetting Co. and S. & N. Katz. 
q The Baltimore Jewelers’ Bowling 
League has gained such popularity in 
the two seasons that a similar organiza- 
tion is being formed for wives of jewel- 
ers and the women employed in the 
stores. The ladies will hold active ses- 
sions on the same nights with the men 
and on the same alleys. The men’s league 
will meet shortly to reorganize for the 
ensuing season. 
q It will be “Oh Promise Me,” on July 
20, for Max S. Wolfe, of the A. G. 
Schultz Co., Baltimore silversmiths, and 
his bride, Miss Rehecca B. Michael, of 
Washington, D. C. To insure proper 
rendition of the tune Mr. Schultz will 
have it sung by his partner, Arthur M. 
Stidman, who is an accomplished bari- 
tone. A quiet ceremony will be perform- 
ed in Washington. The Wolfes then plan 
to fly to New York, return to Baltimore 
and there take the boat on a three weeks’ 
wedding trip to Miami. 
qW. F. Chapman, with Holzman’s, Inc., 
Atlanta, Ga., was elected president of 
the Atlanta Watchmakers’ Guild at a 
meeting held at the Francis-Virginia 
Tearoom, May 13. He succeeds Harley 
Strong, also of Holzman’s. Jack Avery, 
with H. S. Banta, Newman, Ga., was 
elected vice-president and Frank Beas- 
ley, with the J. J. Bookout Co., Atlanta, 
was re-elected secretary-treasurer. Edu- 
cational programs will be put on at each 
meeting, and a committee headed by 
A. E. Bair, with Maier and Berkele, 
Inc., was named to conduct a series. 
q Atlanta, Ga., jewelers are well pleased 
with the results obtained from their 
third Atlanta Jewelers’ Week, which was 
held from May 19 through May 24. As 
in former years, the Atlanta Journal 
was selected as the official advertising 
medium for the event. Both members 
and non-members of the Atlanta Jewel- 
ers’ Guild cooperated by inserting ad- 
vertisements, setting up special prices 
on some lines of merchandise, and put- 
ting in special window and store dis- 
plays. As foreseen when the event was 
started three years ago, Atlanta Jewel- 
ers’ Week has been cumulative in its 
effect on the public, and is now a real 
and important introduction to the June 
wedding and graduation seasons. 





Maryland Governor Signs Credit Bill 


The bill to regulate installment selling 
passed by the Maryland General As- 
sembly received the approval of Gov. 
O'Connor on May 29. Opposition to the 
bill developed among members of the 
banking fraternity, after adjournment 
of the General Assembly, but approval 
of its provisions was given by the Re- 
tail Merchants’ Association of Balti- 
more, credit companies, the Russell Sage 
Foundation, the Legal Aid Bureau and 
other agencies. 


FOR JULY, 1941 





Referring to the opposition of the 
bankers, the Governor said that the ex- 
periences of the next year and a half 
before the Legislature meets again will 
be the best guide to the most advan- 
tageous methods to be devised. The new 
law throws safeguards around credits 
and gives the seller a measure of se- 
curity which he did not have before, and 
at the same time protects the equity of 
the buyer of an article bought on credit. 
Terms of sale and other facts must be 
clearly stated in the contract, and when 
time payments are in default the process 
of replevin is made more equitable. 





Licensing of Watchmakers 
Goal of Virginia Horos 


Passage of a watchmaker licensing 
bill at the 1942 session of the state legis- 
lature was adopted as the goal of the 
Horological Association of Virginia, at 
its second annual convention, held May 
25, at Roanoke, Va. Sessions were well 
attended. 

Officers elected were: W. H. Tinsley, 
Roanoke, president; C. R. Knowles, 
Richmond, Ist vice-president; E. B. 
Setzler, 2nd vice-president; Lorene M. 
Tinsley, Roanoke, secretary, and Theron 
O. Sowers, Norfolk, treasurer. 

Next year’s convention will be held at 
Petersburg in May. 


Jeweler Who Heard Noise 
Of Gettysburg Battle Still Works 


With no thought of retirement yet in 
mind, Penrose Myers, jeweler at Gettys- 
burg, Pa., quietly observed the 65th an- 
niversary of the opening of his one-room 
establishment at the present location. The 
store was opened three years after the 
83-year-old jeweler began as an appren- 
tice at Hanover, Pa., at the age of 15. 
As a boy of five he heard the noise of 
the Battle of Gettysburg. 


Northern Ohio A.G.S. Guild Reelects 


The Northern Ohio Guild, American 
Gem Society, reelected its entire execu- 
tive board at a meeting on June 2, in 
Pierce Hall of Western Reserve Uni- 
versity, Cleveland. The officers are: 
Charles Carolyne, Brenner Co., Youngs- 
town, president; Raymond Hoover, Hood 
& Hoover, Akron, vice-president; Wil- 
liam Theis, Webb C. Bal! Co., Cleveland, 
secretary, and V. E. Chittenden, W. J. 
Frank Co., Akron, treasurer. Meetings 
have been discontinued until the first 
Monday in October. 

This guild has shown much progress 
during the past year under the leader- 
ship of Mr. Carolyne, and because of 
the work of Dr. Henry Donner, Pro- 
fessor of Geography and Geology of the 
university, who has done an outstanding 
piece of work in orienting the written 
assignments of the courses with lectures 
and practical work in the laboratory. 











An entire section of the Honolulu Star- 
Bulletin was devoted to Detor Jewelers, 
Ltd., on the occasion of the recent open- 
ing of the completely modernized and 
air-conditioned establishment of the firm 
that has served the public of Hawaii for 
more than two decades. American sup- 
pliers were liberal in paid space which 
they used to extend congratulations. 





Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, incivding 
Vanity, Cigarette and Cara 
Cases are distinctive and 
have sales appeat. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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SWARTZ & CO. 
®) JEWELERS’ FINDINGS ©) 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 

ORDINARY WORK 


10 S. Wabash Ave. Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 

BECKER-HECKMAN CO. 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 
OUR WORK COSTS NO MORE THAN 
29 E. Madison St. 


CHICAGO, ILL. 





CENTRAL WATCH CO. 
WATCH REPAIRING 


for the 


Trade 
Best Workmanship at Lowest Prices 


Prompt Service 


Wabash Ave. Chicago. IIL. 


3 South 














CHICAGO, ILL. LA CROSSE, WIS. 
29 E. Madison St. Rivoli Building 

8th Floor 4th Floor 
Central 5096 Phone 2445-J 
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Diamonds and Fine Jewelry 
29 EAST MADISON STREET — 


CHICAGO. 
Est. 1923 : 
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Friend, diamonds and 
mountings, of San Francisco, recently 
visited the Chicago trade. 

q.A five per cent wage increase for 
workers in all departments of the Lam- 
son and Goodnow Mfg. Co., Shelburne 
Falls, Mass., has been announced by 
Clifton L. Field, president. 

q The Chicago office of Ingersoll-Water- 
bury Co., 58 E. Washington St., has 
been completely remodeled with the 
space occupied more than doubled. With 
new display and reception rooms, en- 
larged executive offices, the quarters are 
now very attractive and efficient. 

qArt Oppenheim, well known to the 
trade through his many years of associa- 
tion in the wholesale business in Chi- 
cago, who has been residing in California 
for the past few years, returned to Chi- 
cago in June and is now a member of 
the office organization of Ed Cain & Co. 
q William Jewelry & Mfg. Co., 10 S. 
Wabash Ave., has more than doubled 
its floor space. This is one of the oldest 
companies in Chicago, founded by A. L. 
Williams in 1867. A son, Clarence, now 
head of the business, has been with the 
organization for more than 40 years. His 
sons, Tex and Pard, are now associated 
with the company. 

q Maurice Helfer, brother of Dave Hel- 
fer and associated in a buying and 
executive capacity with Helfer-Patzwald 
& Co., wholesale jewelers in Chicago and 
Milwaukee, was married to Miss Blanche 
Zeiger at the Underwood Hotel in 
Wauwatosa, Wis., on June 8. Mr. Hel- 
fer is expected back to his duties early 
in July after a wedding trip to an un- 
announced destination. 

q After 50 years of faithful, conscientious 
service W. F. Bierwirth resigned on 
June 1 as secretary and auditor of Benj. 
Allen & Co., wholesale jewelers of Chi- 
cago. While Mr. Bierwirth retires from 
active service the company retains him 
on the payroll and in appreciation of his 
loyalty and efficient service will continue 
to do so as long as he lives. While his 
work did not bring him in actual contact 
with the trade, he is well known and 
highly regarded by hundreds of men in 
the trade, many of whom entered the 
jewelry business through their early 
association with: this long established 
concern. A. F. Hornburg, an employee 
for 26 years, succeeds Mr. Bierwirth as 
auditor for the company. 


Begins 75th Year in Store 


q It is doubtful if there is another man 
in the entire jewelry trade who can equal 
the record of Henry Birkenbusch, 89- 
year-old jeweler of Pekin, Ill., who on 
May 24 began his 75th year in the trade. 
Mr. Birkenbusch started work as an ap- 
prentice in 1867 and in 1887 bought the 
store from his employer, John J. 
Woelfle. He explains that the only dif- 
ference in his working habits now is that 
he doesn’t come to work until 9 o'clock. 


Newmark Heads Credit Jewelers 


| @ At the annual dinner and_ business 


session of the Credit Jewelers Associa- 
tion of Chicago, held at the Sherman 


| Hotel, June 4, A. E. Newmark, of New- 


marks, was installed as president to 


| sueceed Louis Litt, who had served for 


two years. Valentine Jones, Jones & 
Baumrucker, is vice-president, and Ben 
Halpern, Halpern Jewelers, and Harry 














Iglow Wolf’s Jewelry Stores, were re- 
elected secretary and treasurer respec- 
tively. Directors elected were: Dave 
Martin, The Martin Co.; William Re. 
nich, Wm. E. Renich Co.; Ben Belon 
Publex Jewelry Co.; Walter Wahrer. 
Wahrer Bros.; George Apple, Marks 
Bros.; and Ben Bowlen, Crown Jewelry 
Co. The evening started with dinner 
and entertainment in the Panther Room 
of the College Inn with more than 100 
present, after which the meeting ad- 
journed to the Crystal Room for the 
business and_ social sessions. George 
Apple was toastmaster. Chief Justice 
Sheffer, Judge Braude, of the Municipal 
Court, and Master in Chancery Jake 
Grossman, were special guests and gave 
interesting talks. The retiring president 
and newly-elected honorary president, 
Louis Litt, received a handsome golf 
bag. Retiring Vice-President Walter 
Wahrer was given silk pajamas, Harry 
Iglow, the treasurer got a traveling case, 
and Secretary Ben Halpern a lounging 
robe, with an explanation that there was 
no special significance in the selection of 
the latter two gifts. Many of the guests 
and friends remained until a late hour 
to enjoy cards and amber refreshments. 


Herschede Still Chairman 
Of G. 1. A. Board of Governors 


Officers of the Board of Governors of 
the Gemological Institute of America 
were reelected at the recent annual 
meeting, held at the Edgewater Gulf 
Hotel, at Gulfport, Miss. The officers 
are Edward F. Herschede, of the Frank 
Herschede Co., -Cincinnati, chairman; 
Henry G. Birks, of Henry Birks & Sons, 
Ltd., Montreal, vice-chairman, and 
George C. Brock, of Brock & Co., Los 
Angeles, secretary. 

C. G. Broer, of the Broer-Freeman 
Co., Toledo, and W. Waters Schwab, of 
Udall & Ballou, were named to the 
Board of Governors, other members of 
which are: James D. Dougherty, J. B. 
Hudson, Inc., Minneapolis; Louis Esser, 
Louis Esser Co., Milwaukee; Myron 
Everts, Arthur A. Everts Co., Dallas; 
Paul Hardy, Hardy & Hayes Co., Inc., 
Pittsburgh; E. W. Hodgson, Hodgson, 
Kennard & Co., Inc., Boston; C. I. Jo- 
sephson, Jr., C. I. Josephson Jewelers, 
Moline; H. Paul Juergens, Juergens and 
Andersen, Chicago; O. C. Homann, The 


C. B. Brown Co., Omaha; H. B. Me- 
Cague, The Cowell & Hubbard Co., 
Cleveland; H. A. Maier, Maier & 


Berkele, Inc., Atlanta; F. B. Thurber, 
Tilden-Thurber Corp., Providence, and 
Leo J. Vogt, Hess & Culbertson Jewelry 
Co., St. Louis. 

Jaceards, Kansas City, Mo., and 
Schwanke-Kasten Co., Milwaukee, were 
elected sustaining members of G.I.A. 





The Massachusetts Horological Asso- 


_ ciation will hold a statewide picnic, Aug. 


17, at the Yellow Barn, Northboro, Mass. 
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FULLERS ® FINDINGS 
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Roessler, Von Unruh Air Tax Views at Convention 
Of Indiana R.J.A.; Paul Morrison Talks on Trade Diversion 


The matter of a jewelry tax was one 
of prime consideration at the annual 
convention of the Indiana R.J.A., held 
June 22 to 24, at French Lick Springs 
Hotel. Ralph Roessler, a director of the 
association and president of NACJ, pre- 
sented the case for a source tax, while 
Henry W. Von Unruh, president of 
ANRJA, stated the position of the 
Jewelers’ ‘Tax Committee which favors 
a tax at point of sale. 

At the time of going to press the 

JeweLers’ CircuLar-KeysToNe had _ not 
learned whether the Hoosier jewelers 
would follow the lead of Mr. Roessler 
or take the position adopted by most 
jewelry trade organizations. 
" One of the most inspiring talks of the 
convention was delivered by Paul E. 
Morrison, president of the Michigan 
R.J.A., who reviewed the action taken 
by his group which resulted in the enact- 
ment of a trade diversion law. 

Herman Lodde, aggressive managing 
director of both the Indiana R.J.A. and 
the Watchmakers Association of Indiana, 
who was in great measure responsible 
for the passage of a watchmaker licens- 





ing law in the state as well as other 
worthwhile measures, tendered his resig- 
nation but pledged his continued sup- 
port. At the banquet, Sunday evening, 
Mr. Lodde was presented with a hand- 
some clock by Mr. Roessler, in behalf of 
both associations. About 250 who at- 
tended the dinner heard an address on 
the jeweler’s place in distribution given 


by William C. Shepard, Indianapolis 
public relations man. 
The watchmakers at their sessions, 


Sunday, adopted resolutions disapprov- 
ing free engraving; guarantees for long- 
er than 90 days on new or repaired 
watches; and the loaning of watches. 
Officers elected by this association are: 
William Rooda, president; Z. O. Craig, 
vice- president; Thomas Cook, secretary- 
treasurer, and Herman Lodde, William 
Olson and Walter Schaeffer, new di- 
rectors. 

Golfing and swimming was enjoyed 
Monday afternoon. A dance was held in 
the evening under the auspices of the 
Hoosier Travelers, who later entertained 
at a Dutch Party. 








Nearly 150 at Annual Golf Outing 
Of Chicago Jewelers Association 

The Chicago Jewelers Association 
fooled the weather man this year. Thurs- 
day, June 12, had been set for the an- 
nual golf outing at Brookwood Country 
Club and it rained torrents that day. 
However, because of rain for three pre- 
vious days the date had been changed 
to June 19 and this proved to be the 
fairest of fair; an ideal golf day. Maay 
played in the morning and 121 members 
and guests registered for play in the 
afternoon tournament. This beautiful 
course, home grounds of Vice-President 
R. Schell Hulbert, proved tough for 
most of the players and few scores 
worth writing home about were chalked 
up. Nearly 150 were present for dinner 
and the social events following. At the 
conclusion of dinner President Georze 
Englehard explained the unavoidable ab- 
sence of William McGreevy, chairman of 
the golf committee and requested Mr. 
Hulbert to announce the winners. My- 
ron J. Kelly, Rogers, Lunt & Bowlen, 
and Garner Brown, Elgin National 
Watch Co., tied for low gross and Wil- 
liam Martin, Keystone Watch Case Co., 
was first in low net. closely followed by 
William Swartchild, Jr., of Swartchild 
& Co. Jack Casey, National Jeweler, 
drew the prize on blind bogey and 
Chester B. Rich, Central Dial Co., easily 
won his prize, a book entitled “How to 
Play Golf.” In all, about forty prizes 
were distributed and the outing at 
Brookwood will long be remembered as 
one of the most successful and enjoyable 
in the long record of C. J. A. 


FREE! ano vispuay. Free 


Famous ‘‘Clemetco’’ process of metalizing and 
bronzing. Lowest price on the market—$2.10 per 
pair postpaid. ($3.50 less 40%). Not cement filled 
or painted. Write or wire for display outfit PREB. 


Cleveland Metallic Process Co. 


Est. 1906 @ 3910D Carnegie Ave., Cleveland, O. 


FOR JULY, 1941 





Texas Joins the Ranks 
Of Second-hand Watch States 


Texas has been added to the list of 
states which in recent years have pro- 
tected the buying public by the enact- 
ment of second-hand watch laws. Ag- 
gressive action on the part of officers and 
members of the Texas R. J. A. resulted 
in the law which took effect on May 27. 
Among these were J. Jacobs, immediate 
past president; Melrose Tappan, present 
president; R. J. Slagle, chairman of the 
Legislative committee, B. L. Turner and 
Vernon Barnes. Scores of members, sent 
letters, telegrams and talked personally 
with their legislators. 

Second-hand watches must now be 
tagged so that the words “Second-Hand” 
will be in plain view at all times. The 
dealer must also present the purchaser 
with a written invoice bearing the words 
“Second-Hand Watch” in bold letters, 
larger than any of the other type. 

The invoice must state the name and 
address of the dealer, the customer, the 
date of sale, the name of the watch or 
its maker, and serial number and other 
distinguishing numbers or identification 
marks on the case or movement. The 
dealer must keep a duplicate of the in- 
voice for at least five years, which shall 
be open for inspection by authorities. 

Second-hand watches must be desiz- 
nated as such in any advertisements or 
displays. 

A watch is deemed to be _ second- 
handed if the whole watch, the case, or 
the movement has been sold to an indi- 
vidual for his own use. Watches returned 
within one year from date of sale need 
not be termed “second-hand” provided 
the dealer retains a full record of the 
previous sale. It is also considered 
second-handed if the case, serial num- 
bers, or movement numbers have been 
altered or erased. 

H. & M. Freudman, leading diamond 
firm from Antwerp, is establishing dia- 
mond cutting, sawing and polishing op- 
eration at Toronto. Employes have been 
selected from graduates cf Toronto high 
schools with mathematical aptitude. 
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features the fine work always 
associated with the name in 
the manufacturing and repair- 
ing of jewelry 

* THOMAS W. STANEK 


Formerly of Graffe & Stanek 
* 29 E. MADISON ST., CHICAGO 








Your JosBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 














WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 











McRAE & SHAW 
163 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 











L | N SILVER 
SILVER POLISH 
Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-oz. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, Ill. 
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0-Size Elgin, Waltham 
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16 size Open Face 
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18 size O.F. Elg., Wal. 
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NEW MATERIALS 
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or all watches. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


8i8 LIBERTY AVE. PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Shop 


DOERNBERGER @ MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa 
Telephones: AT.7848 - AT.4959. 








403 Clark Bldg., 


LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 


Pittsburgh, Pa. 








404 Clark Building 


HERBERT HAASE 


Wholesale 


DIAMONDS -MOUNTINGS-WEDDING RINGS 


LADIES & GENTS STONE RINGS 


Pittsburgh, Pa. 
Phone ATlantie 2455 














HELM & HAHN CO. 
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and 
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of 


we oe ae ve ke ngs 
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MANUFACTURERS BLDG. 
PITTSBURGH, PA. 
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q Walter M. Bonn, of the M. Bonn Co., 
wholesale jewelers, Penn Ave., has re- 
turned from an extensive buying trip in 
the East. 

q Edward Auslander, formerly associ- 
ated with the Gerson Jewelry Store, 
Beaver Falls, Pa., has opened a new 
store for himself at Jeannette, Pa. 

q David Weis, head of David Weis and 
Co., wholesale jewelers, Clark Bldg., 
and Mrs. Weis, celebrated their 20th 
wedding anniversary on June 9 by mo- 
toring to Atlantic City for a few days. 
q Miss Peggy McAnlis, daughter of 
Howard McAnlis of J. D. McAnlis & 
Son, Beaver Falls, Pa., was married June 
14. The McAnlis firm, oldest jewelers 
in the Beaver Valley of Pittsburgh, is 
enjoying a very good business. 

qGus Bastheim, president of the Henry 
Wilkins Co., large credit jewelers oper- 
ating three stores in the Pittsburgh area, 
is back on the job and well on the way 
to recovery following an accident which 
confined him to the hospital and _ his 
home for some time. 

q Employees of Helm & Hahn Co., ring 
manufacturers, Manufacturers’ Bldg., 
planned to hold their annual picnic June 
28, in Donora Grove, and preparations 
were made for 100 people. Albert Chil- 
lay was chairman of the committee on 
arrangement and promised a fine sports 
program with appropriate prizes. 

q Edward M. Auslander, formerly man- 
ager of the Gerson store in Beaver 
Falls, Pa., has just set up in business 
for himself with a new store in Jean- 
nette, Pa., under the name of Edward’s 
Credit Jewelers. Formal opening of the 
new establishment, which is located at 
603 Clay Ave., took place on June 7. 
qD. H. DeNardo Co., prominent credit 
jewelers, have erected a large advertis- 
ing sign near the Baltimore & Ohio R. R. 
Station, Braddock Ave., Rankin. The 
firm is celebrating its 36th anniversary 
and at present is making repairs to the 
bookkeeping department. Hyman Rosen- 
berg is the architect. The improvements 
include a fluorescent center 110 feet 
long—the entire length of the store. 
qJ. Loughrey Roberts, head of John M. 
Roberts & Son Co., was the general 
chairman for the Hart’s Run Hunt Club 
horse show, held Saturday, June 14, in 
Hunt Road, Sharpsburg. There were 
more than 250 entries in the show in- 
cluding some of the finest jumpers in 
the United States. Mr. Roberts, who 
spends the summer months at his coun- 
try place in the Fox Chapel district, has 
one of the finest stables of thoroughbred 
horses in the United States. 

q Maurice W. Rihn, manager of the 
‘Terheyden Jewelry Co., Pittsburgh, re- 
ports unusually good graduation and 
wedding business during the past month. 
Mr. Rihn attributes much of their suc- 
cess to a consistent newspaper advertis- 
ing campaign which includes three ad- 
vertisements each week in all three of 
the Pittsburgh daily newspapers. “Ad- 
vertising,” said Mr. Rihn, “that’s the 
thing that brings them in and that’s the 
reason for the exceptionally good busi- 
ness we have been enjoying.” 

q Paul S. Hardy, president of Hardy & 
Hayes Co., reports the best wedding 
business in many years. Mr. Hardy 
says that the firm finds it necessary to 
carry higher inventories of sterling silver 
because of somewhat slower deliveries 














Announcing 


OUR 5th ANNUAL 
HOUSE SHOW 
in a modern showroom 


AIR-CONDITIONED 


for Your Comfort. 


JULY 13th to JULY 20th 


INTRODUCING 
OUR 1941 HOLIDAY LINES 


Dresserware and Accessories 
Chrome and Aluminum 
Hollow-ware, Leather Goods, 
Silver-plated Flat-ware, 
Clocks, Novelties and 
Complete Line of Jewelry. 





YOUR TRI-STATE WHOLESALER 
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WEINHAUS 


COMPANY 
800-808 LIBERTY AVE. 
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MANUFACTURING JEWELERS 


and 


DIAMOND SETTERS 
BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2336-7 





























GOLD and SILVER 


Scrap and Wastes 


PUIRCIHIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


-VERNON-BENSHOFE CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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[HALL BROS. & CO. 


Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 
Stylists in 
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Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 














Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershe: 
Wm. A. Jones 
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By J. H. HOWARD 


Written to provide practical in- 
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fessional lapidists. 


Price $2.00 Postpaid 
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from the factory. The firm is putting on 
a consistent newspaper advertising cam- 
paign, using for the most part expensive 
reverse plates, and Mr. Hardy attrib- 
utes much of their business increase to 
this form of promotion. He expects to 
join his family about the first of August 
in Canada, where they have taken a cot- 
tage for many years. 

qS. H. DeRoy, president of S. H. 
DeRoy & Co., has just returned from a 
buying trip in New York. Mrs. DeRoy 
accompanied him. He _ reported in- 
creased diamond prices and a shortage 
of synthetic stones. Because of slower 
deliveries, the DeRoy firm finds it neces- 
sary to carry much larger stocks and 
Mr. DeRoy predicts there will be quite 
a scarcity this fall of electrical merchan- 
dise and plateware. For example, he 
pointed out that these days when they 
place an order for 500 sets of some par- 
ticular item, they are lucky if they get 
100 sets delivered. The firm is anticipat- 
ing an excellent business during the fall 
and winter months. 





Firms Must Make 75% of Sales 
At Retail to Be Exempt 
From Wage & Hour Law 


Effective July 1, retail establishments 
will not be exempt under the Wage- 
Hour law unless at least 75 per cent of 
their sales are retail. Where wholesale, 
commercial and industrial sales, non- 
retail in character, total more than 25 
per cent, the 40-hr. week and 30c-hr. 
minimum wage will prevail. Previously 
exemption applied where not more than 
50 per cent of sales were retail in char- 
acter. 

The lifting of the percentage was an- 
nounced on June 16 by Gen. Philip B. 
Ileming, Wage-Hour Administrator, in 
making public a revision of the Divi- 
sion’s Interpretative Bulletin No. 6. 

Under the new ruling, the computation 
of the dollar volume of retail and non- 
retail selling will be based upon the 
semi-annual record of sales of the estab- 
lishment. The analysis of sales from 
Jan. 1 to June 30 and July 1 to Dee. 31 
will be used to determine whether dur- 
ing each six-month period a substantial 
portion of the selling of the establish- 
ment was non-retail. 

“Many wholesalers complained about 
the competitive wholesale service that 
retailers not under the 40-hr. week were 
able to provide,” said General Fleming. 
“So we are now regarding ‘substantial’ 
retail selling as more than 75 per cent.” 

The revised bulletin reaffirms the Ad- 
ministrator’s interpretation of “estab- 
lishment”—“each physically separated 
place of business must be considered a 
separate establishment.” The Wage and 
Hour law, therefore, does not apply to 
chain store retail and service establish- 
ments even though the chain spreads 
into several states. The law does apply, 
however, the bulletin adds, “to ware- 
houses, central executive offices, manu- 
facturing or processing plants, or other 
non-retail selling units which distribute 
to or serve stores.” 

The Oregon State Jewelers Association 
will hold its annual convention, in Port- 
land, Sept. 7 and 8. Registrations are 
expected from the entire Portland area. 











DAVID WEISS2CO. 
DIAMONDS 


se 
DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON N PRODUCTS 


1101 K BUILDING 
PITTSBURGH. PENNSYLVANIA 

















DIAMOND SETTING 


JEWELRY REPAIRING 
SPECIAL ORDER WORK 
Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG. CO. 


216 Clark Bidg., Pittsburgh, Pa. At. 7723 











J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


502 Clark Bldg. Pittsburgh, Pa. 











WHATEVER 


Your Jewelry 


Requirements You 
Can Fill Them in 
PITTSBURGH 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 
1221 PENNSYLVANIA AVE. 
PITTSBURGH, PA.” 














KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 


JEWELRY 
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Greenwold Grift Co. 


The House of Quality and Service 


18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS e HAMILTONS (Zones 7, 8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
to your customers with confidence. 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS -: SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











THE HOUSE OF 
SPECIAL ORDERS 


eatctataletastectstem Gre) ce 


Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 








KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 


Our salesmen are out with NEW FALL 
lines. Beautiful! Be sure and see. 


JEWELRY—Large Assortments 
Latest Styles 
DIAMOND RINGS—Popular Prices 


Newest Mountings 


KENWOOD WATCHES—Dependable 


Popular Prices 














MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Moda- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 


811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 


Most attractive. 











WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write jor Designs and Prices 
427 PLUM ST. ” CINCINNATI, O. 
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q Dr. Mrs. Lewis of the Lewis 


and 
Jewelry Store, Dyersburg, Tenn., visited 
Klein Bros. Co., Cincinnati, June 5. 


qs his face red? Louis Hummel, the 
jeweler, held 1000 aces in a recent pino- 
cle game, failed to notice it and so failed 
to bid it. 

qMr. and Mrs. George P. Griesser, 
Cheviot jewelers, attended the Watch 
Inspectors’ annual meeting in Washing- 
ton, D. C., while on a vacation there. 


q Returning from a Florida fishing trip, 
Mark Herschede, of the Frank Her- 
schede Jewelry Co., claimed to have 
snared a 64% foot game fish. 

qCharles C. Grift, president, Greenwold- 
Grift Co., wholesale jewelers, and his 
family have been in Ryland Lakes, Ky., 
vacationing at their summer home. 

q Explaining how to “poach an egg,” 
Henry Von Unruh, Peebles Corner 
jeweler and president of ANRJA, won 
a prize on a recent Dr. I. Q. radio pro- 
gram in the Kast. 

qLouis F. Hummel, Cincinnati jeweler 
for over half a century, lost his wife, 
Mrs. Anna Hummel, 78, Kemper Lane 
Hotel, June 8. She died after an illness 
of three months. 

qA. G. Fath, Jr., who travels out of the 
Cincinnati offices of the Waltham Watch 
Co., will hear the wedding bells chime, 
June 28, at Xenia, O., for Miss Nita 
Cherry and himself. 

q Louis Hummel, Jr., 4th and Vine Sts. 
jeweler, and William Oskamp, of the 
Oskamp Nolting Co., were at Peelee 
Island, Canada, on a fishing trip over 
Decoration Day. 

q“Doc” Harold Haerr, Gruen Watch 
Co., will entertain the Indio Jewelers 
Guild at his home, for their monthly 
meeting, July 9. “Doc” attended the re- 


cent Shriners convention in  Indian- 
apolis. 
qThe Town Criers of Cincinnati ex- 


pected to have 15 or 16 delegates at the 
Indiana R.J.A. convention, June 22-24, 
at French Lick Springs, Ind. The or- 
ganization, meanwhile, is continuing its 
weekly get-together luncheons at Ler- 
man’s Restaurant. 

qFun galore was had by all who at- 
tended the Cincinnati Wholesale Jewel- 
ers & Manufacturers Association annual 
picnic, June 17, at Ryland Country 
Club, Ryland, Ky. One of the largest 
turnouts on record was noted. Features 
included baseball, athletic contests, and 
many other diversions. 

q Monthly sessions of the Cincinnati 
Guild, Ohio Watchmakers Association, 


| have been discontinued until September 


| Grove. 


| stone 


because of the vacation period. The final 
meeting was held June 6. The annual 
picnic was held on June 1 at Gehrum’s 
The organization sent Harry 
Flotemersch and Frank Foegler as its 
delegates to the U.H.A. convention in 
Duluth. 

q An encounter he had with an armed 
thug was not to interfere with plans 
Anthony Hug had to take Mrs. Hug 
and his daughter on a trip to Yellow- 
Park, late in June. Hug frus- 
trated the robbery of his jewelry store, 
the Schemel Jewelry Co., 2014 Mohawk 
Place, by ducking behind a counter and 
running out the front door. The thug 
was captured by police. 

q Associates of the Gerwe-Frohman Co., 
18 W. 7th St., are going in for vacations 


CINCINNATI 








in a big way. John A. Gerwe, Jr, is 
spending his in Florida, while Maurice 
C. Gerwe, along with Rees Williams 
Cynthiana, Ky., retail jeweler, and Fred 
Metz and their wives went to Lake of 
the Woods, Canada, for fishing. “Jimmy” 
Fenstermacher, of the same firm, afish- 
ing went, and Walter Bleska spent his 
on a farm near Lebanon, Ohio. 


Buys His Little Red Schoolhouse 


qIn order to preserve the shrine of his 
earliest and fondest memories, Charles 
Richter, Cincinnati jeweler, went to an 
auction and came away with the deed to 
the one-room, red brick schoolhouse out 
on Taylor Creek road, where he received 
his elementary education. He has no 
plans for the school but it is certain that 
the familiar landmark, built in 1827, js 
going to stand a while longer. 

qAfter visiting relatives in Cincinnati, 
where he had a jewelry store for many 
years, David B. Kaufman has returned 
to his home in Los Angeles. Kaufman 
operated a store in the Queen City at 
6th and Vine Sts., but for the past 15 
years has been making his home on the 
West Coast. 

q In a special report on the jewelry trade 
in Cincinnati released June 14, Dun & 
Bradstreet states: “Wholesalers announce 
increases in production up to 25 per cent 
for the first five months of 1941, com- 
pared to a 20 per cent gain for the cor- 
responding period of 1940 over 1939. 
Sales are averaging 33 1/3 per cent 
higher. Inventories are about 25 per 
cent heavier. Prices in general have ad- 
vanced around 10 per cent. Manufac- 
turers state production is about 5 per 
cent ahead of the 1940 period. Inven- 
tories are around 33 per cent heavier. 
Retailers are reporting sales increase up 
to 33 1/3 per cent. Inventories are 
slightly heavier.” 


Jewelers Hosts to 2,000 
High Schoolers at Annual Party 


About 2000 high school students from 
all over the Jamestown, N. Y., area 
were entertained at the fifth annual 
dance of the Darling Jewelry Co., James- 
town, on May 29. There was a floor 
show and dancing. Chaperons were Gar- 
ner B. Darling, Managers Al Hartman, 
of the Warren, Pa., store; William Kidd, 
of the Jamestown store; Kenneth Keen- 
ley, manager of the Home Equipment 
Store, Jamestown, and 30 other employes 
and their wives. 


Horological Journals Merge 


Two publications, of similar format 
and virtually alike in editorial scope, 
have been merged into a single publica- 
tion to be known as the American Hor- 
ologist and Horology. Offices are at 3226 
EK. Colfax Ave., Denver, Colo. 














SCHIRA BROS. 
PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 





15 WEST 6TH ST. 
CINCINNATI, OHIO 





THE JEWELERS’ CIRCULAR-KEYSTONE 














r h White has joined the staff of 
ee lenis jeweler, at 28 Pleasant 
st., Malden, Mass. ee 

Herman Bates, jeweler of C alais, Me., 

ave a gem talk on June 18, before the 
jocal Rotary Club. ; 

Waltham Watch Co.’s annual vacation 
runs from June 27 to July 14. It affects 
9300 employees. Special service staffs 
will carry on in the interval. : 

Herman Page, for some years with 
True Bros., Springfield, Mass., on July 
1, joined the staff of Henebry & Son, 

anoke, Va. 
pe Fr. Beaudet, Woonsocket, R. IL, 
son of Arthur Beaudet, jeweler with 
whom he is associated, was_ recently 
married to Miss Sylvia La Reau. 

Boston wholesale jewelers will close 
Saturdays, beginning with the July 4 
week-end, and running through August 
23. . a] . 

q Campbell Frazier, Goldsmith Co., 

Toronto, spent a few days early last 
month renewing acquaintances in Boston 
and the New England manufacturing 
centers of the jewelry industry. 

4 Gordon Bros. Boston, buyers of jewel- 
ry stocks, during the past month pur- 
chased the stocks of John H. Watty, 

Miami Beach, Fla.; A. S. Levi, Jackson- 
ville, Fla.. F. W. Brock, Elberton, Ga. 
q Additional floor space acquired by 
D. C. Percival Co., wholesale jewelers, 
has made possible several changes bene- 
ficial to their service departments and 
general display of seasonable merchan- 
dise. 

q Ralph Cohen, of A. Frisch Co., whole- 
salers, at 373 Washington st., is now 
familiar with the highways and byways 
down on the Cape, his son, Haskell, being 
stationed with the army at Camp 
Edwards. 

q John H. Peterson, jeweler, of Need- 
ham, and the efficient secretary of the 
Mass. & R. I. R.J.A during May, picked 
up some type of germ which baffled the 
Dr’s for a while, but he has returned to 
business. 

qBert Briggs, wachmaker with Saxton 
Co., Boston, after several years of ex- 
perimenting has perfected his talking 
clock, a phonographic recording synchro- 
nized with the master clock. Whenever 
the time is desired it is announced via a 
loud speaker. 

q During the year many miscellaneous 
stones have been presented to the East- 
ern Laboratory of the Gemological In- 
stitute to be used for practice work on 
the instruments by the students. Con- 
tributors were Maurice Spain, Ernest 
Hills, D. C. Percival Co., Harold Part- 
ridge, and Thos. Long Co. 

q John Kennard Hodgson—Kennard & 
Co, Inec., Boston, representing the 
American Gem Society, and Dr. Edward 
Wigglesworth, the Gemological Institute 
of America, both spoke at the Maine 
R.J.A. convention in Portland, on June 
23. Dr. Wigglesworth also spoke at the 
New Hampshire R.J.A. convention on 
June 24, at New Castle, N. H. 

qThe Boston Jewelers Bowling League 
has reelected George Fletcher, of the 
E. B. Horn Co., president for the 11th 
time. Willis Pynn was again chosen vice- 
president. Robert Schwin was named 
Secretary. Both are associated with the 
Shreve, Crump & Low Co. Frank Gen- 
dreau, Jr., the Frank Gendreau Co., was 
reelected treasurer, and Sam Robertson, 
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of Hodgson, Kennard Co., official scorer. 
q The Boston Guild of the American 
Gem Society held its last meeting of the 
season, on June 11. Dr. Wigglesworth 
gave a short talk on crystal systems, and 
was followed by a gemformation quiz 
which has proved so successful at some 
of the other groups. After the quiz 
each student was given unknown stones 
to identify by using the various gem- 
ological instruments. 

q Two hundred couples filed marriage 
intentions at Boston City Hall, last 
month, as compared with 128 couples 
last year. ‘Thus far this year 4543 
couples have filed intentions, an increase 
of 37% over 1940. Additional space in 
the daily press featuring engagements 
and weddings has stimulated public 
interest to a high pitch and the wide- 
awake jewelers are sparing no effort in 
their displays of quality merchandise. 

q A. Stowell Co., jewelers at 24 Winter 
st., under the leadership of the third 
generation of one family in one location, 
observed Silver Week recently, in com- 
memoration of the firms’ 100 or more 
years as_ silversmiths. Distinctive dis- 
plays made a most impressive and com- 
plete collection of the silversmiths art. 
Hockey-conscious Bostonians had _ the 
chance to see the Stanley Cup and the 
Prince of Wales ‘Trophy, the two 
coveted silver cups awarded the Boston 
Bruins. 

q Bigelow, Kennard Co., retail jewelers 
of Boston, established in 1830 and at the 
present location at 10 West St. since 
1867, have arranged a lease for a new 
store to be built for their use at 384-390 
Boylston St. The move is in line with 
that of other firms catering to an exclu- 
sive clientele which have moved to the 
Back Bay section of the city where bet- 
ter parking facilities are available for 


their customers. The building now under | 
construction consists of two floors and | 


basement and will have a 35-foot front- 
age and a depth of 125 feet. 
q At the recent banquet of the Hamp- 


den County (Mass.) Horological Guild, | 


held at Springfield, Alfred Frappier was 
installed as president for a second term 
by Col. William Bright, of Waltham, 
vice-president of the U.H.A. Others in- 
stalled were: Edward M. Russell, vice- 
president; L. N. Knowlton, secretary, 
G. L. Grimes, treasurer and executive 
committeemen, Ide Deering, Ellsworth 
Richardson, John Kearney and Richard 
Hirchfield. 

The guild plans a campaign for funds 
to defray expenses of the legislative com- 
mittee, which is planning a concerted ef- 
fort to gain legislation. 

q The Rhode Island Watchmakers Asso- 
ciation banquet and _ installation of 
officers, held in Providence, May 22, 
was attended by nearly 100 members 
and their guests, including a number 
from Connecticut and Massachusetts. 
L.. Blaine Libbey, vice-president of the 
Boston Jewelers’ Club, was the 
speaker. Col. William Bright, 
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WATCHES -/ (+ Qa) \- DIAMONDS 
CLOCKS - JEWELRY : SILVERWARE 


373 BOSTON 
MASS. 





47pz House of Serica 
|- ALBERTS 


SONS, INC. 





Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
DIAMONDS 
I. ALBERTS SONS, Inc. 


























guest | 
vice- | 


president of U.H.A., installed the fol- | 


lowing officers: Joseph H. Coutu, 
Providence, president; Henry Garette, 
Providence, Ist vice-president; Wilbur 


G. Cheever, Westerly, 2nd_ vice-presi- | 
dent; John P. Clinton, Lakewood, secre- | 


tary; Maurice E. Herbert, 


Seekonk, | 


Mass., treasurer, and Lora R. Clemence, | 


Johnston, assistant secretary. 


4 373 WASHINGTON ST., BOSTON wy 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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Symmetalic 


(Karat Gold on Sterling) 
and STERLING SILVER 
REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Where to Buy 
IMPORTED 
China and Glass 





ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. ; 


New York, N. Y. 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 


ROYAL ALBERT CROWN CHINA, England 





PAUL A. STRAUB & CO., Ince. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 








EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 











SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. 


New York, N. Y. 





FRIEDLAENDER, BELMUTH & APPELBAUM, 


Ine. 

Successors to 
FRIEDLAENDER & CO., Inc. 
Recognized for over 70 years for fine quality in 
PORCELAIN, GLASS & POTTERY 
DECORATIVE PIECES— 
DISTINCTIVE LAMPS 
AND OBJETS D'ART 








53 WEST 23rd STREET NEW YORK 





W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








Wisconsin Retail Groups 
Conducting Crusade 
Against Trade Diversion 


The Wisconsin R.J.A. is cooperating 
with the Wisconsin Radio, Refrigeration 
& Appliance Association, the Wisconsin 
Retail Furniture Dealers’ Association, 
the Wisconsin Pharmaceutical Associa- 
tion and the Wisconsin Retail Hardware 
Association in a state-wide renewal of 
a campaign against direct buying, with 
emphasis upon the evil of purchasing 
for employees. 

A letter over the joint signature of 
these five associations has been mailed 
to more than 1500 industrial and com- 
merical institutions in Wisconsin and a 
copy of Chapter 129 of the laws of 1939, 
which makes this practice illegal, is en- 
closed. 

Wisconsin business and industry is 
thanked for its “fine cooperation on this 
program” in the letter, which states that 
“we know of no case where it has been 
necessary to go into court to prosecute 
a violation of this law, but all informa- 
tion available indicates it has accom- 
plished a great good for the retail busi- 
ness structure of Wisconsin by restoring 
many thousands of dollars worth of busi- 
ness to legitimate retail channels.” 

The letter explained that “with the 
thought that there might have been 
changes in the personnel of your pur- 
chasing department since this law be- 
came effective July 1, 1939, we are en- 
closing herewith a mimeographed copy 
of it.” 

Each of the associations, in addition to 
the joint letter to industrial plants, is 
reminding the distributors in their re- 
spective lines of business concerning this 
program and urging them to “tighten 
up” on direct selling. 


New York Catalog House 
Cited for Misleading Advertising 


Frackman Diamond Corp. and Mor- 
ton Frackman, Joseph Frackman and 
1ilbert E. Horton, doing business under 
the name Horton Fifth Avenue Jewelers, 
all of 545 Fifth Ave., New York, sellers 
and distributors of jewelry locally and 
who also conduct a retail mail order 
business in jewelry, are charged in a 
complaint issued by the Federal Trade 
Commission with misrepresentation. 

In catalogs distributed through sev- 
eral States, the respondents are alleged 
in the complaint to have represented 
that diamond and precious stone jewelry 








was available “at authentic manufac- 
turers’ wholesale prices.” 
English Bone China 


ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 
Meakin & Ridgway, Inc. 
129 Fifth Avenue, New York, N. Y. 














KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 


English Bone China Tableware 
Imported Art Pottery 

China Figurines 

"'Pairpoint'' American Glass 
Antique Reproductions 

















China FINLAND Crystal 
RABBI CERAMICS 
ANp GLASS 





riuanca CORPORATION 
225 FIFTH AVE. NEW YORK CITY 
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They're in the Army Now 


q William Grafner, member of the firm 
of Grafner Bros., Pittsburgh, wholesale 
jewelers, flew home from Fort Meade 
recently on a brief furlough. 

q Raymond Menner, former salesman 
for the Samuel Weinhaus Co., Pitts. 
burgh, who is now enrolled in the Army 
and stationed at Baltimore, was home 
recently on furlough for a few days, 

q Louis Corbin, Jr., the son of Louis 
Corbin, secretary of the Samuel Wein- 
haus Co., Pittsburgh, is now a lieutenant 
in the Public Relations Department of 
the Army and is stationed in Baltimore, 
Md. Lieutenant Corbin is a graduate 
of the University of Pittsburgh and 
during his university days completed the 
prescribed course in the Reserve Of- 
ficer’s Training Corp. 

q Stanley W. J. Ogush, son of William 
J. Ogush, New York manufacturing 
jeweler, is looking forward to the day 
when he’ll be wearing the uniform of a 
U. S. Navy officer. Stanley, who is now 
completing his final year of medical 
studies at Bellevue Hospital, in New 
York, was one of a group of selected 
medical students sworn in as ensigns on 
June 17. He expects his commission next 
Spring when he becomes a full-fledged 
medico. 

q W. Reynolds Carr, Albany, N. Y,, 
jeweler who is serving as captain of an 
anti-tank company in a National Guard 
unit now stationed in the South, has an- 
nounced he is discontinuing his jewelry 
business until he returns from the Army. 
Newspaper announcement asked custom- 
ers to call at his home for their mer- 
chandise. The advertisement was the 
first of its kind noted in an Albany 
paper since the expanded-army program 
was launched. 

q Axel Carlstrom, Minneapolis jeweler, 
is right back where he was in the last 
war, doing his bit to help the democracies 
beat the Germans. Carl Gustave Swebeli- 
us, ingenious gun-designer was drafted 
a year ago to build those .50 calibre ma- 
chine guns so sorely needed by the Brit- 
ish, and he erected a $5,000,000 plan in 
New Haven, Conn., to do the job. For 
superintendent of the assembly line he 
selected Carlstrom, his boyhood friend 
in Sweden. The two had worked side-by- 
side in France, during the, first World 
War, synchronizing machine guns to fire 
through the propellers. The jeweler 
turned over the keys to his store to his 
son, J. E. Carlstrom, when he left to 
take over his new work. 


Anyone who has changed the course 
of his life, voluntarily or otherwise, in 
order to strengthen the defenses of 
his country and keep the torch of lib- 
erty burning, is deserving of full 
recognition, therefore we welcome 
news about any person connected with 
the jewelry trade who has joined the 
colors. Send us their pictures, too.— 
Ed. 


'40 Watch Imports Over $13,000,000 


During the calendar year of 1940 the 
United States imported 3,536,982 watch 
movements with a declared value of 
$10,220,772. In additional it received 
$1,231,317 worth of parts and $1,831,007 
worth of jewels for movements, mecha- 
nisms, meters, etc., according to the De- 
partment of Commerce. 

Clock imports, including parts, had a 
value of $96,850. 
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OBITUARIES 


ur D. Bastien, 59, jeweler at 
eiananen, Mass., for 30 years, died 
May 29, following a heart attack. ; 

James A. Cayce, 67, president of the 
B. H. Stief Jewelry Co., Nashville, ‘Tenn., 
and one of the best-known retail jewel- 
ers of the South, died May 20, following 
a heart attack which occurred at a wres- 
tling match. Rated as one of Nashville s 
most active civic and welfare citizens, 
Mr. Cayce at the time of his death was 
chairman of the Nashville Housing Au- 
thority and as such had supervised the 
construction of $5,000,000 worth of fed- 
eral housing. The deceased had been con- 
nected with B. H. Stief Jewelry Co. for 
more than 30 years. 

Epwix Fivter Fisu, 50, jeweler at 
Milton, Pa., died May 28. Mr. Fish upon 
graduation from high school became as- 
sociated in the jewelry business with his 
father, the late Robert P. Fish. 

Georce H. Eno, 37, who formerly con- 
ducted a jewelry store in Bellows Falls, 
Vt., died on May 26. 

Epwarp M. Grarrin, for the last 50 
years a member of the credit department 
of Tiffany & Co., died May 28, at his 
home in Teaneck, N. J. 

Joun R. Greason, a great favorite and, 
a familiar figure in the Maiden Lane and 
John St.. New York, jewelry trade for 
more than 40 years, died on May 30, at 
his home in Plainfield, N. J. 

SpenceR WASHINGTON GREENE, 86, one 
of the oldest jewelers in America both 
in age and length of service, died at his 
home in Rochester, N. Y., June 5, after 
a 10 days’ illness. Widely known as a 
diamond merchant and jeweler, he had 
been associated with the business for 71 
years. In 1870, when he was in his 16th 
year, he entered the employ of Isiah 
Randall, a jeweler at Seneca Falls, N. Y. 
Ten years later he went to Rochester to 
enter the jewelry store of McAllaster, 
Humburch & Burke. In 1888, he went 
abroad to make a study of precious 
stones, particularly diamonds and upon 
his return went into business for him- 
self. He developed an excellent retail 
jewelry trade, and his services were 
sought as an appraiser of gems for banks 
and estates. His only son, Lawrence 
Spencer Greene, took over management 
of the business in 1927. 

Frep Gurret, a jeweler in Secaucus, 
N. J., for 35 years, died June 7, from 
the effects of a heart attack suffered at 
the Bendix Air Corp., where he had re- 
cently taken a specialized job in the in- 
strument department. 

Arr Hapntey, 56, president of the Had- 
ley Co., Providence jewelry manufactur- 
ers, and of an English optical concern, 
died on May 27. Mr. Hadley, a native 
of Capetown, South Africa, served in 
the British Army in the World War as a 
lieutenant. He was a 32nd Degree Mason 
and a founder of the British Empire 
Club of Providence. 

At the close of the World War in 

which he had fought in Mesopotamia, 
Mr. Hadley remained in England for 18 
months establishing and managing his 
optical firm. Until his retirement in 
1937, because of ill health, he visited the 
English concern about three times a 
year. He was a close friend of Ernest 
Bevin, who now directs the working lives 
of 45,000,000 English. The friendship 
dates back to 1922 when Mr. Hadley en- 
tertained Bevin and a party who had 
come to America to study labor con- 
ditions. 
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Joun H. Hatteck, 65, Collingswood, 
N. J.; for many years a jewelry sales- 
man in the Gimbel Bros. store, Phila- 
delphia, died at his home May 17. 

Cot. Rateu S. Hamutron, prominent 
retired jewelry manufacturer, World 
War veteran and sportsman, died at his 
home in Warwick Neck, R. I. Mr. 
Hamilton was for many years associated 
with his father in carrying on one of 
Rhode Island’s oldest gold chain manu- 
facturing establishments. 

Henry E. Heywoop, 54, of Gardner, 
Mass., died suddenly June 8. For many 
years he was associated with the F. W. 
Smith Co., silversmiths as general man- 
ager, and four years ago, on the death of 
Arthur J. Stone, toek over his business 
and operated: it under the name of Stone 
Associates. 

Arvitte L. Hipp, 33, Huntsville, Ala., 
jeweler, died on May 25. He was a 
graduate of the St. Louis School of 
Horology. 

JoserpH Hoesticu, 79, for many years, 
until his retirement, a jeweler at Seattle, 
Wash., died suddenly, last month. 

Orto Jonas, Jr., 15, only son of Otto 
W. Jonas, platinum jewelry manufac- 
turer in the Silversmith Bldg., Chicago, 
was killed on Saturday evening, June 14, 
when the car he was driving overturned 
near Okauchee, Wis. He was driving 
from St. John’s Military Academy to his 
home in Cicero, Ill., for Father’s Day. 

Maurice Knox, 57, for more than 40 
years with Knox & Kaye, San Francisco 
diamond importers, died of a heart at- 
tack, May 17. He crossed the Atlantic 
36 times to buy diamonds. 

Bensamin F. Mesane, 62, for 31 years 
a leading South Boston, Va., jeweler, 
died May 25, on a train, while on his way 
to West Virginia where he was to visit 
relatives. 

Howarp H. Partcn, 58, Montreal jewel- 
er, died on May 27. After finishing 
school he joined the firm of Henry Birks 
& Sons. In 1915 he went overseas with 
the 73rd Royal Highlanders of Canada. 
He was promoted to a captancy at the 
front and was wounded at Vimy Ridge 
in 1917. He was treasurer of the Black 
Watch Association for many years. 
Upon his return to Canada he founded 
the jewelry firm which bears his name. 

JosepH Ruicnert, retired Cincinnati 
jeweler manufacturer, died June 10, after 
a four months’ illness. Richert, who re- 
tired a decade ago from the firm of 
Joseph Richert & Son, which his son, 
Ralph, now operates, was a member of 
the “Millionaires’ Club,” which is com- 
posed of ten or twelve retired men who 
daily play pinochle solely for amuse- 
ment, in Burnet Woods. At one time 
he had worked as a manufacturing 
jeweler with the Noterman & Jonas Co., 
and had also operated the Schmidt 
Jewelry Co., in Cincinnati. 

Rosert Sr. Parrick Smirn, 70, for 
more than 20 years operator of Smith 
and Williams, jewelry store at Rich- 
mond, Va., died May 29. 

Nanpvor F. Wecurter, 63, well-known 
throughout the Middle West territory 
through his association with the S. Wech- 
ter Co., manufacturers of diamond jewel- 
ry in Chicago, died suddenly, June 14. 
He was apparently in good health when 
he left his office in the Heyworth Bldg. 
on the 13th. The business of S. Wechter 
was established in Chicago many years 
ago and Nandor became associated at an 
early age. Two brothers, Jacob and Wil- 
liam, will continue the business. 


Perer T. Wuire, 74, for more than 50 
years associated with the wholesale jewel- 
ry business in Chicago and one of the 
most active and well known members of 
the trade during that period, died May 
21. Until 10 days before his passing he 
was at his desk with A. C. Becken & Co., 
performing his regular duties. Mr. White, 
born in Wisconsin, came to Chicago at 
an early age. In 1888 he became as- 
sociated with Otto Young & Co. as bill- 
ing clerk and rapidly earned advance- 
ment until in 1898 when he was made 
general manager. He continued in this 
capacity until the Otto Young & Co. 
business was merged with the A. C. 
Becken Co. about 15 years ago and had 
been an active executive with that or- 
ganization since. He was always active 
in business affairs of his community, in 
civic affairs and in the activities of the 
Catholic Church. A_ son, Thomas, is 
jewelry buyer for A. C. Becken & Co. 
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Where to Buy 
DOMESTIC 
China and Glass 














“The House of Satisfied Customers’ 


Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold and 
Encrusted Soecialties. 


ATLAS CHINA CO., INC. 


27 W. 20th Street, New York 
CHelsea 2-1522 











“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 
Send for Illustrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 




















HAWKES CRYSTAL (aaa 
GLASSWARE Wifi 
for discriminating " 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 


<fo 


OLD WATERFORD 








LENOX CHINA 
SERVICE PLATES 


DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORKCITY CHICAGO, ILL. 


ASTLETON CHINA 


“DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 


MADE INAMERICA * MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 
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qGus Felber, of the D. C. Percival Co., 
“dean of Boston’s traveling salesmen” ; 
Ralph Bowles, with I. Alberts Sons; 
Elmer Anderson, with Harris & Lawton; 
Roy Brooks, Mauran Watch Co., and 
Bill Marshall, Waltham Watch Co., all 
of Boston, commenting on spring busi- 
ness, all agree it was O’keh. 

q Earl P. P. Stamm, sales manager of 
the Elgin National Watch Co., Chicago 
office, left in June for northern Wiscon- 
sin on a three weeks’ fishing trip and 
promised to send fish to many of his 
Chicago frierids but on last reports nary 
a fish had arrived. 

q Raymond C. Drexmit, Chicago, re- 
cently joined the sales organization of 
Buss-Linthicum-Thorsen, distributors of 
American watches. Mr. Drexmit is the 
son of the late William Drexmit, for 
many years Chicago manager for the 
Keystone Watch Case Co., and is well 
known to the trade of Chicago. 

qS. J. Surnamer Co., New York syndi- 
cate advertising firm, announces the ap- 
pointment to its staff of Rogers Bloch, 
who will represent them in the New 
England territory. A former art director 
for Sears, Roebuck and Co., at Chicago, 
Mr. Bloch has had a long and wide ex- 
perience in the field of retail sales pro- 
motion, advertising and merchandising. 
q Dave Stocker, loquacious salesman for 
the Jacques Kreisler Mfg. Corp., North 
Bergen, N. J., enjoyed a remarkable 
trade-up in the Pacific Northwest. On 
the way down to his California territory, 
Dave had the time of his young life, 
stopping at the various army camps on 
the wav and doing a bit of singing and 
entertainment for the boys. 

q “Colonel” Sam C. Steinman, self-styled 
as “America’s Good-will Ambassador,” 
has been named Honorary Deputy Police 
Commissioner of Long Beach, L. I., 
N.Y. 

q Jimmie Hossley, manager of the watch 
department of D. C. Percival Co., Bos- 
ton, has made a close study of the fishing 
at his summer camp, at Lakeville on the 
Cape, but Bill Selberg, who represents 
Elgin in New England, insists to eat ’em, 
you have to feed ’em something other 
than feathers and pieces of wood. 








q What’s wrong with this picture? The 
answer is that although it includes the 
two men who shot the best golf scores 
in the entire field at the recent conven- 
tion of the New York State R.J.A. at 
Newburgh, there isn’t a prize winner in 
the bunch. Proving, no doubt, that it’s 
better to wangle the committee for a big 
handicap than to play good golf. Any- 
way, reading from left to right in the 
well-known manner, we have John Hall, 
New York manager for Hamilton Watch 
Co.; Fred Pfeiffer, who is said to sell a 
watch now and then for Henry Ginnel & 
Co.; Bill Pierpont, of Hamilton; Rut- 
ledge Simmons, of Henry Ginnel & Co.; 
W. H. Werre, Newburgh retail jeweler, 
and Ross Baer, one of the leading 
adornments of the New York bar (we 
mean the legal variety). Baer and Sim- 
mons both came in with gross 80’s, but 
it didn’t get them anywhere in the mat- 
ter of prizes, as Al Krueger, Elgin 
Watch Co., had gotten in his deadly work 
on the handicap sheet and consequently 
had low net, which was all that counted. 
Tom Kavanaugh took second. 

q The Jacques Kreisler Mfg. Corp. has 
effected territorial changes of a number 
of its salesmen in the past few months, 
and has added others to the force. To 
the Kreisler fold has been admitted: 
Philip Rivkin, for Indiana and Michigan; 
Bill Miller, for Pennsylvania, West Vir- 
ginia, and parts of Ohio and New York, 
who takes over the reins for Murray 
Greenbaum, recently inducted into the 
army; Harry Harnick, for Louisiana, 
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Oklahoma, Kansas, and Texas to sup- 
plant Leonard Lees, who moved on to 
another position; Herman Freund, to 
share Greater New York and Long 
Island with Sidney Kane. The Kreisler 
sales force of 15 covers the entire coun- 
try and has full representation jn 
Hawaii. This year the company will 
award its leading salesman a ten-day trip 
to Bermuda as the first prize in a yearly 
merit contest. 

q Irvin Hammen, of J. Engel & Co., Inc., 
Baltimore wholesalers, is taking the 1941 
“Engel Holiday Goods Circus” on tour 
in the South again. 





GOING STRONG AT 85 


Charles Karpp, genial 

greeter at Detroit store 

who has spent 65 years 
in trade. 





The gracious gentleman who greets 
customers as they enter the jewelry store 
of Traub Bros. & Co., Detroit, is Charles 
Karpp, who last month observed his 65th 
anniversary in the trade. He is one of 
the most striking individuals to be found 
in a jewelry establishment anywhere in 
the country. A great mass of fluffy 
white hair crowns his head. Dignified 
and gracious, ready with answers, he 
inspires confidence and opens the way 
for others to make sales. 

After a bit of quizzing here and there 
a J. C.-K. representative learned that 
Mr. Karpp recently passed his 85th 
birthday, but it is hard to believe that 
he is much over the half-century mark. 
No one connected with the store can re- 
member a time when he did not appear 
at the store precisely at 8:15 a. m., each 
day. 








Whatever trepidation Chairman Wheaton Gray, 
or any of his committeemen may have had about 
breaking with traditions in the conduct of the an- 
nual picnic of the Maiden Lane Outing Club, 
vanished like the dew before the morning sun, and 
it was a mighty hot sun, on Saturday morning, June 
7, by the time that most of the 304 members and 
guests had checked in at Schmidt's Farm, near 
Scarsdale, N. Y. 

Not only in numbers but in the matter of games, 
prizes, food and drink—and even weather—the out- 
ing was everything that ''Wheat's'' cocky commit- 
tee had been promising. There were more than 
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304 Habitués of Maiden Lane Comprise Largest crowd Ever Assembled at Annual Club Outing 


enough prizes, so that everybody got at least one. 
Eight of them were valuable watches. Food and 
drink throughout the day and at the gala dinner 
in the evening when all the boys washed the honest 
sweat from their brows, slicked down their hair 
and donned shirts and coats, was of the best. 
Irrepressible gaiety prevailed at the dinner from 
the moment when the national anthem was given 


a most thrilling rendition until the final entertainer 
had left the floor. Some of the best entertainment 


of the evening came from the ''boys of the Lane." 
Effervescent Jimmie Theise had them all singing 
(not good but loud), to his accordion accompani- 








ment. "'Al'' Kruger, Elgin representative, and Jack 
Bach, another manufacturers' representative, were 
accorded tremendous applause for their vocals. 
Sam Cohen, affable former president, won a big 
hand when it was announced that he alone had 
sold 90 tickets. 

Henry Green, president, announced the following 


committee for next year's affair: Joseph Frier, 
chairman, Leo Ashe, Harry Blasi, Harry Herman, 
Frank Brennett, George E. Ringer and Morris Riv- 
kin. Those who had served with Mr. Gray were: 
Mr. Frier, Ted Coords, Sam Dorsky, George Spell- 
meyer and Louis Nussbaum. 
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Practical Modern Watehmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part Ill—Overcoiling 


Section 2. 








FORMING THE OVERCOIL 

Referring to Fig. 6, we can see that the overcoil starts 
to rise at point A and from A to B it remains parallel 
with the adjacent coil 13. At B the spring starts to 
bend inward forming the coil BCG. 

The actual operations required to establish the con- 
ditions shown in Fig. 6 are: 

1. Grasp the spring at A with a pair of good quality 
Dumont tweezers held in left hand. 

2. Grasp the spring at A with a second pair of Du- 
mont tweezers. 

3. Hold the left-hand tweezers rigid in a vertical 
position so that the spring will lie flat on the bench. 





con Nols 





Ole 





Fig. 6. Where to bend spring to form overcoil. 


4, Bend the spring upward with the tweezers in the 
right hand. It will be observed that the spring at B 
must be raised to the proper heights for the finished 
overcoil. This will require judgment and skill in mak- 
ing the first bend. 

5. When B has been raised to the proper height, it 
will be necessary to bend the part BC’ and G’ downward 
so that it will be parallel with the main body of the 
spring. 

6. The overcoil must now be bent inward so as to 
form curve BC. This is accomplished by the use of a 
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This is the ninth instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
for the new educational program of the 
Horological Institute of America and through 
the courtesy of that organization are here ap- 
pearing in print for the first time. Following 
their first publication in JEWELERS’ CircuLar- 
KEYSTONE, reprints of the articles are made 
available through the Horological Institute, 
to whom requests and inquiries should be 
directed. Address Ralph E. Gould, Secretary, 
Horological Institute of America, c/o Bureau 
of Standards, Washington, D. C. 











pair of overcoiling tweezers. Grasp the spring at B 
with a pair of Dumont overcoiling tweezers 10-1 and 
squeeze J at a point slightly beyond the 7th coil count- 
ing from the outside, as shown at H. No bending is 
permitted between the two points B and C, because this 
curve has the same radius as it had before it was bent 
inward at B. 

7. It will be observed that before the overcoil is made, 
a horizontal line touches the outer end of the flat spring 
and goes through the center of the balance staff. Point B 
is 8 degrees below the horizontal and C’ is 33 degrees 
above it. The point C will be located where a line from 
C’ to the center crosses the overcoil. Grasp the spring 
at this point with the overcoiling tweezers and bend the 
remaining part of the overcoil inward. The radius of 
CG is located on the balance staff; therefore, this curve 
must be concentric with the staff, and must be reformed 
with the overcoiling tweezers to lie between the fifth 
and sixth coils counting from the outside. 

The overcoil must rise gradually from A to B, and 
from B to G it must be the same height from the main 
body of the spring at all points. 


FINISHING 

The term “finishing” deals with the leveling, center- 
ing, circling the overcoil and proper fitting or closing 
of the regulator pins. 

Before proceeding with explanatory remarks concern- 
ing the various manipulative operations of finishing, it 
may be well to assume certain conditions as follows: 

1. That all overcoils are laid correctly, as shown in 
lig. 6 (article on overcoiling) so that the entire coil 
from B to G is the correct distance above the spiral and 
the correct distance away from the balance center. 

2. That the studs are fitted at perfect right angles to 
the overcoil. 


95 





STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


WE SOLICIT YOUR Kastenhuber & Lehrfeld 


SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
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3. That the regulator pins are correctly located so 
that the distance from the balance center to center of 
regulator pins is identically the same as the distance 
from balance center to the overcoil. (Part G-C) Fig. 7. 

4. That all stud holes in the balance cock are properly 
located. 

5. That all stud holes in the stud are properly located. 

6. That the spiral portion or body of the spring 
starts at A and is level, and at right angles to the bal- 
ance wheel and balance cock. 

7, That the entire spiral portion of the hairspring is 
centered, therefore the spaces between all coils are 
equal. 

8. That the overcoil is designed and formed so that 
when properly attached to the stud and the stud fitted 
to the cock, that the portion C-G will conform to the 
curve made by the regulator pins in moving from F to D. 
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Fig. 7 Fig. 8 


E, regulator pins, with regulator on center. 
F, regulator pins, with regulator to slow. 
D, regulator pins, with regulator to fast. 


This portion of the overcoil C-G must also be located 
in the middle of both regulator pins, and remain in this 
position for any location of the regulator pins. 

9. That the overcoil C-G is located directly in the 
center of the regulator pins, and is so perfectly circled 
that as the regulator pins are moved from F to D that 
the portion C-G will remain perfectly stationary, not 
moving either towards or away from the balance staff. 

10. That the motion of the balance wheel is 114 turns 
in the flat position and 114 turns in the edge position. 

Then the operation of finishing will become merely 
one of putting the balance and hairspring in the watch. 

Otherwise all of the details of finishing are a direct 
result of the following errors: 

1. Studs improperly located on spring 

(a) Not at right angles to spring. 
(b) Hairsprings bent at point G causing condi- 
tions shown in Figs. 8-9. 
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Chart showing overcoil bent toward bal- 
ance staff. Arrow shows direction over- 
coil must be bent to correct. 


2. Overcoils too high or low. 

3. Variation in the height of overcoils. 

4. Radius from balance center to points G, F, E, 
D, C more or less than the required standard. 

5. Radius from balance center to center of regulator 
pins more or less than required standard. 


RULES FOR FINISHING 

A consideration of the stated hairspring errors and 
the method of correction. 

Figure 8 shows the overcoil bent towards the balance 
staff. This is a direct result of a bend at point G. When 
the stud is placed in balance cock the overcoil should 
conform to the conditions shown in Fig. 7, but because 
of the bend at G, the overcoil will gradually curve in- 
ward towards the balance staff. The correction of this 
condition is known as “Circling the Overcoil.” 
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Fig. 9 


Chart showing overcoil bent away from 
balance staff. Arrow shows direction 
overcoil must be bent to correct. 


Inspection of the watch which reveals this condition 
proceeds as follows: 

1. Place regulator at the “slow” side of the balance 
cock, which moved the regulator pins to point F. 

2. Move regulator from “slow” to “fast,” moving 
regulator pins from F to D. 

As the regulator pins move from F to D, the overcoil 
will move away from the balance staff. This shows that 
the overcoil is not circled. To correct this condition, 
move the regulator so the regulator pins will be as close 
to the stud as possible, then bend the overcoil in the 
direction of the arrow. Repeat the operation of moving 
the regulator from “slow” to “fast” and again observe 
the overcoil to determine if it remains motionless, or if it 
moves either towards the staff or away from the staff. 

Figure 9 shows the overcoil bent away from the bal- 
ance staff. From the explanation covering the condition 

(Please turn to page 99) 
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TO OUR FRIENDS 
IN U.S.A. WE SAY; 


send us your sweeps as usual. 


The war makes no difference what- 
ever to our ability to quote top prices 
or to your compensation in the event 


of loss. 


Lees A 
Sanders 


LID. 
BIRMINGHAM: 18 - ENG. 


SMELTERS 


- FOR NEARLY A CENTURY = 



















For 


ELECTRIC CLOCKS 


And All Delicate Precision Instruments 


Ameng the specialized precision instrument oil produced 
by Nye is one created especially for electric clock mecha- 
nisms. Like all Nye Oils it is of controlled quality, viz., 
exact viscosity; extremely low rate of oxidation; long life; 


adhering to the po . of lubrication without spreading. 
For best results in lubricating electric clocks use the 
oil most manufacturers standardize on. Ask your Materials 


Oil. 


WM. 


supplier for Nue 












F. 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 


Price $1.50 Postage Paid 


This book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 


fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 


stones. 


It is a valuable ready reference list for the retail 


jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x51 inches. 


The Jewelers’ Circular-Keystone 


100 E. 42nd Street 
New York City 


Chestnut & 56th Sts. 
Philadelphia, Pa. 
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WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 
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PRACTICAL MODERN WATCHMAKING 
(From page 97) 


in Fig. & it is possible to make the following statements 
in reference to circling the overcoil. 

1. When the overcoil moves away from the balance 
staff, as the regulator pins are moved away from the 
stud, it will be necessary to bend the overcoil away from 
the staff to correct the error. Fig. 8. 

2. When the overcoil moves towards the staff, as the 
regulator pins are moved away from the stud, it will be 
necessary to bend the overcoil. 

Figure 10 shows the overcoil bent 180° from the stud, 
bending point B towards the balance staff. The overcoil 












Fig. 10. Chart showing overcoil bent 
180° from stud, bending point "B" 
toward staff. 


C-G under this condition will no longer lie over the top 
of the fifth coil as shown in Fig. 7, but depending upon 
the amount of bending at the point 180° from the stud, 
the overcoil may lie over the sixth or seventh coil. All 
of the coils underneath the regulation pins will be wider 
apart than the coils underneath the balance cock and the 
spring will be “out of center.” 

The remedy for this error is to grasp the spring with 
a pair of good tweezers 180° from the stud and bend 
the overcoil in such a manner as to carry point B away 
from the balance staff. 

Figure 11 is just the reverse from Fig. 10 and all of 
the errors and the remedy stated above will be reversed. 

Figure 12 shows the overcoil bent at point B carrying 
point 4 towards the staff. This will cause the spring to 
be “out of center.” The remedy is to bend the spring at 
point B so as to carry point A away from the staff. 

If all the figures from 1 to 14 are studied carefully, 
keeping in mind the conditions shown in Fig. 7, one 
begins to lay a mental picture of all the fundamental 
operations of finishing. 


ANALYZING THE MAJOR ERRORS 


Circling the overcoil. If the overcoil is not circled it 
becomes apparent at once that the spring undoubtedly 
was originally bent at point C. Here we have a condi- 
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Fig. 11. Chart showing overcoil bent 
180° from stud, bending point "'B" 
away from staff. staff. 


tion similar to conditions shown in Figs. 8 and 9, the 
correction of which makes it possible to vibrate the 
spring and circle the overcoil at the same time. 

Vibrating the spring and circling the overcoil. After 
the overcoil has been bent away from the balance staft 
as explained in Fig. 8, the regulator pins should be 
moved to position F. Look at the position of the over- 
coil between the pins, and it will probably conform to 
one of the following conditions: 


1. Equally spaced between the pins. 
2. Closer to outside pin. 


3. Closer to inside pin. 
(Please turn to page 101) 
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Fig. 12. Chart showing overcoil bent 
at point ''B", taking point "A" toward 
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Fig. 13. Chart showing overcoil bent at point "A", taking point "B” 
toward staff. 
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RODUCTION DATA—Could you give me the fig- 
ures on the number of watches and clocks manufac- 
tured in the United States per year, with the value of 
these? I want this information for a talk I am to give 
before a meeting of a local club. (Question No. 5341.) 


2S 
Answer—According to the Census for 1939, the to- 
tal value at the factories of American-made clocks, 
watches, and parts, was $84,846,136. In this, the num- 
ber of clocks produced was 15,914,030, divided as fol- 
lows: 10,070,666 alarm clocks; 3,957,336 electric clocks, 
and 1,886,028 other cased clocks of various kinds; and 
clock movements without cases, 1,324,234, all valued at 
$22,869,681. Of watches, including cases, of the non- 
jeweled “dollar watch” sort, 8,895,539 were produced, 
valued at $7,597,136. Of jeweled watches, cased, and 
uncased jeweled movements, the production was 4,084,- 
863, valued at $43,104,233. The number of wage earn- 
ers reported employed in both classes of manufacturing 


was 17,878. 


EPAIRING CUCKOO CLOCKS—Having some 
difficulty in buying repair parts for cuckoo clocks. 
Thought maybe you could give me the address of some 
firm that makes a specialty of this business—could you 
give me this? (Question No. 5342.) T. A. 
Answer—The firm nearest to your location that 
makes a specialty of importing cuckoo clocks and parts 
for them, is Frank Kauffmann, 1485 3rd Ave., New 


York. 


LECTRIC TIME-KEEPING—Please explain how 

electric current is made to keep accurate time when 

connected with electric clocks. (Question No. 5343.) 
CG FF. 

Answer—In alternating current, the flow reverses di- 
rection at a uniform rate per unit of time; generally the 
reversals happen at the rate of 60 cycles per second— 
that is, 60 times each second the current goes first in 
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one direction, then in the opposite direction, the two 
changes of direction constituting one cycle. These cycles 
could take place more or less frequently than 60 times 
per second; but as long as the latter rate is maintained, 
it affords a means of operating a motor at a uniform 
speed. 

A synchronous motor, which drives the hands of an 
electric clock, will run at the same time-rate as the 
current is generated at the power plant. If the genera- 
tor at the power plant runs faster than 60 cycles per 
second, all the clocks its current drives will run faster, 
and vice versa; so what has to be accomplished is to 
keep the generator running at a uniform speed. 

In the power plant there is a master clock, usually a 
weight-driven regulator with Graham dead-beat escape- 
ment. On the dial of this clock, concentric with its 
hands, there is also a hand driven by a motor operated 
by current from the generator. As long as the latter 
hand is traveling with the master clock hand the current 
is flowing at 60 cycles per second. If the electric clock 
hand goes ahead of the master clock hand, the power 
plant operator reduces the power that drives the genera- 
tor until the motion of the two hands coincides. If the 
electric clock hand falls behind the master clock hand, 
the operator increases the speed of the generator until 
the two hands coincide. In this way, the current sup- 
plied to patrons of the power company is kept ‘“‘on time” 
and all the clocks it drives will be keeping time ac- 


curately. 


TRAIGHTENING PIVOTS—I have bad luck too 

often by breaking pivots when straightening them. 
I use AA tweezers for thin pivots, or for heavy pivots a 
small pliers I fixed up by grinding the jaws smooth. Is 
there any better trick for doing the job? (Question 
No. 5344.) T. G. 


Answer—It is believed by many experienced watch- 
makers that the percentage of breakage in straightening 
pivots is very much reduced by making the tweezers or 
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the pliers used, very hot, before applying them to the 
work. The idea is not to draw the temper of the pivot, 
but to heat the tools somewhat short of producing an 
actual detempering effect. Another suggestion is to use 
extra heavy brass or copper tweezers with very broad, 
blunt points, instead of steel tweezers or pliers. Not 
only will these tweezers hold heat better, but their soft 
metal is less apt to mar the pivots. Finally, the bend- 
ing should be done gradually, between tests of truth of 
the pivot; and one must remember that only moderately 
bent pivots can be successfully straightened. 


ORSION PENDULUM—A 400-day torsion pendu- 

lum clock we have for repairs, has its pendulum 
weights screwed out as far as they will go, and the clock 
still runs fast. Would putting more weight on the 
pendulum make it run slower? (Question No. 5345.) 
M. A. 

Answer—The best way to bring the clock to time 
will be to move the weights back to about their middle 
position ; then reduce the thickness of the flat steel wire 
on which the pendulum bob hangs. Stretch the wire 
carefully, without marring it, on a flat piece of wood or 
metal. With an emery buff or any other abrasive block, 
rub the wire lengthwise until its thickness is slightly 
reduced, then replace it in the clock and try it for tim- 
ing. Repeat this if necessary until a fairly close rate 
is observed in the clock; then complete the regulation 
by moving the weights on the pendulum bob. It is to 
be understood, however, that this means of regulation 
should not be employed without first making sure that 
the escapement and train of the clock are in good order 
—the escapement in correct adjustment, and all the 
wheels and pinions of the train tight so that there is no 
chance of slippage between any wheel and its pinion. 


EPAIRING AUTO CLOCKS—I am beginning to 

think that it doesn’t pay to fool with repairing 
these cheap electric auto clocks. Either I have to go 
somewhere to get the clock off the car, then go again 
to fit it back again, or else if the owner does this, he 
doesn’t always get it back right again and I have to 
take time to go after it, etc. The clocks often seem 
cheaply made, and are likely to come back with com- 
plaints, and I must lose time making them right. Is 
there any way to get rid of this kind of work without 
insulting customers? (Question No. 5346.) A. L. T. 


Answer—Many jewelers have a regular policy, when 
asked to repair the kind of clocks in question, of ex- 
plaining tactfully that work like this is best handled 
through the automobile trade, etc. The result is that 
the owner takes the clock to his auto sales or service 
shop, which perhaps sends the clock to the maker. If 
there is any loss in this due to giving service to the car 
owner, the loss is properly borne by the dealer who 
made the profit on the original sale of the clock as part 
of the equipment of the car. 


ONG TONE—I wish to improve the tone of a 
spiral clock gong that sounds very hard and harsh. 
How can this be done? (Question No. 5847.) F. B. 


Answer—The striking hammer of the clock probably 
has a leather block set in its face—most of them do— 
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and this has become hard from compression or deterio- 
ration of the leather. A piece may be cut from a thick 
piece of sole leather and fitted in the hammer head; and 
if a softer tone is desired than even this produces, with 
a large needle point the surface of the leather can be 
picked and made softer. Sometimes the latter treatment 
on the old leather block in the hammer will suffice, pro- 
vided the leather is not deteriorated by age. 


PRACTICAL MODERN WATCHMAKING 
(From page 99) 


4. Touching inside pin. 

5. Touching outside pin. 

(Note—During this operation the regulator pins 
should be straight.) : 

If the overcoil touches either the inside or outside pin, 
the overcoil should be bent so as to bring it more central 
between the pins. This then will establish one of the 
first three conditions named above. 

Let us now assume that the overcoil is directly in the 
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Fig. 14. Chart showing overcoil bent at point "A", taking point "B” 
away from staff. 


center of the two pins; make sure of this condition by 
stopping the balance wheel with the jewel pin in the 
fork slot and observe the location of the overcoil with 
a double eyeglass. Now move the regulator so the pins 
will be located at D, look at the overcoil again and 
decide if it still remains in the same central position 
between the pins. If it does, it can be seen that when 
the regulator pins are closed up to the spring that it 
will be possible to move the regulator from “slow” to 
“fast,” carrying the pins from F to D without disturbing 
the location of the overcoil. 

This method of locating the overcoil in the center of 
the regulator pins for all points from F to D accom- 
plishes two operations at once. That is, it: 

1. Vibrates the spring between the regulator pins. 

2. Circles the overcoil. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 


livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


Te avoid unnecessary correspon- 
dence mention your location in the 
adrertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





WANTED position by a certified watch- 
maker, capable of taking charge of re- 
pair department. Address “K., 359,” 
care Jewelers’ Circular-Keystone. 





BRACELET watchmaker, open for en- 
gagement; have first class references; 
salary $50 a week. Address “P., 296,” 
care Jewelers’ Circular-Keystone. 





EXPERT repair jeweler and diamond 
setter desires position with reliable 
firm, anywhere; married. Address “A., 
270,” care Jewelers’ Circular-Keystone. 
CXPERT well trained manufacturing 
jeweler, setter, designer; special order 
or stock, platinum, gold; best refer- 
ences. Address ‘“A., 52,” care Jewelers’ 
Circular-Keystone. 








TWO OUTSIDE salesmen, 20 years’ credit 
experience, now employed, desire good 
proposition; go anywhere; references. 
Address “K., 356,” care Jewelers Circu- 
lar-Keystone. 


WATCHMAKER, 20 years’ experience; 
prefer South or Southeast; state salary 
in first letter; must be permanent. Ad- 
dress “H., 354,’ care Jewelers Circular- 
Keystone. 


JEWELER, DESIGNER, able to create 
an original mounting or ring line, also 
make models, desires position; New 
York City references. Address “D., 
240," care Jewelers’ Circular-Keystone. 


FINE WATCHMAKER desires position 
with reliable firm ; 29 years’ experience ; 
married; age 44; state reference and 
salary. Address “G., 347,” care Jew- 
elers’ Circular-Keystone. 














WATCHMAKER, 42, desires position in 
better type store; estimator, selling 
ability; 25 years’ experience; married ; 
California only. Address “P., 224,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, graduate horologist ; re- 
pair department manager, estimator of 
jewelry work, engraving and watch re- 
pairing ; will go anywhere. Address ‘“L., 
312,” care Jewelers’ Circular-Keystone. 





IKENAMELER, thoroughly experienced, 
mostly all types hard enameling, espe- 
cially emblem goods, novelties; contact 
made by addressing, ‘M., 266,” care 
Jewelers’ Circular-Keystone, 





INERGETIC young man, 26, married, 
thoroughly experienced in every phase 
of retail jewelry field, seeks position 
with opportunity. Address “B., 249,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, good, fast, steady 
worker; can take charge of depart- 
ment; middle age; credit store experi- 
ence; New England. Address ‘M., 
227,” care Jewelers’ Circular-Keystone. 





DEPENDABLE salesman, 38, Jewish- 
American, 20 years’ retail experience; 
good appearance and personality; A-1 
references ; $25 per week. Address “D., 
274,” care Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker, 38, good me- 
chanic, 24 years’ experience, com- 
plicated work, desires permanent posi- 
tion; $40 per week to start. Address 
“B., 291,” care Jewelers’ Circular-ley- 
stone. 





WATCHMAKER, 28 years’ experience; 
close timing, proper adjustment, on all 
makes of watches; references; posi- 
tion New York or vicinity. Address 
“P., 289," care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, 42, 25 years’ experi- 
ence, desires position in California; 
pleasant working conditions more im- 
portant than high wages; married. Ad- 
dress “N., 223,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, 15 years’ personal contact, 
jobbers, department stores, resident 
offices, retailers ; costume jewelry, 
cheap jewelry or kindred line; New 
York City and road. Address “D., 273,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, salesman desires 
change; 15 years’ experiencé; capable 
of managing store and repair depart- 
ment; excellent references; New York 
City or vicinity. Address “E., 277, 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, light jewelry repairing 
and all around man; 40 years’ experi- 
ence; further particulars on request; 
wages not the only consideration. <Ad- 
dress “G., 353,” care Jewelers Circular- 
Keystone. 





WATCHMAKER, 25 years’ experience, 
married, wants permanent position ; spe- 
cializing in small watches, American 
and Swiss; go anywhere. Address “Cir- 
cular 1304,” Room 1415, Heyworth 
Bldg., Chicago. 





INDUSTRIOUS young man; experienced 
in buying, order department and stock, 
desires connection with wholesale 
watch or jewelry concern; excellent 
references. Address “N., 286,” care 
Jewelers’ Circular-Keystone. 





A VERY CAPABLE watchmaker, age 40, 
American, seeks good _ position; 25 
years on all makes and types; excel- 
lent references; location immaterial. 
Address “G., 258,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELER on special order work, expert 
repairman, 17 years’ experience, seeks 
steady employment with reliable and 
congenial firm in New York City. Ad- 
dress “F., 257,’ care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, expert on Swiss and 
American; clock repairman; number 
of years’ experience; best. of refer- 
ences; Bowman graduate; sober. Ad- 
dress “C., 293,’’ care Jewelers’ Circu- 
lar-Keystone. 








IDEAL department manager and estima. 
tor, experienced watchmaker and sales. 
man; 12 years in own jewelry business: 
Al references; now employed. Address 
“N., 314,” care Jewelers’ Circular-Key. 
stone. 2 





EXPERIENCED watchmaker, jeweler ang 
excellent salesman, desires position jp 
first class store, preferably as manager 
repair department; finest character ang 
personality. Address “M., 313,” care 
Jewelers’ Circular-Keystone. 





YOUNG jewelry salesman; 13% years’ 
experience; alert, industrious, thorough 
knowledge every phase retail business 
including credit and stock control. Ad. 
dress “F., 351,” care Jewelers Circular- 
Keystone. 





EXPERIENCED repair clerk, capable 
charge of repair department; also will- 
ing to serve in other capacities, wishes 
position where no actual shopwork js 
required. Address “O., 268,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, able to wait on trade; 
fast, accurate and _ steady worker; 
horological school training; many 
years’ experience; St. Petersburg, Fla., 
area preferred. Address “L., 226,” care 
Jewelers’ Circular-Keystone. 





DIAMOND SALESMAN of highest calibre 
for prominent retail installment enter- 
prise; immediate results assured; un- 
questionable reference; employed now 
Pacific Northwest. Address ‘B., 372,” 

care Jewelers’ Circular-Keystone. 





VALUABLE MAN as_ interviewer for 
credit department in reputable store 
doing large volume; sales’ minded; 
enviable knowledge diamonds, watches, 
Address “J., 358,” care Jewelers’ Cir- 
cular-Keystone. 





SALES WRITER of outstanding perform. 
ance; available now for diamond de- 
partment of recognized installment 
jewelry store; highest reference; loca- 
tion immaetrial. Address “F., 345,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, STENOGRAPHER. 
young woman, thoroughly competent 
take full charge, credits, collections, 
correspondence; 10 years’ experience 
jewelry trade. Address “B., 207,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER wants position, age 55, 
capable of repairing any make or kind 
of watch; wrist watches my specialty; 
registered optometrist; salary or com- 
mission; South or West. Address “A., 
208,” care Jewelers’ Circular-Keystone. 





CREDIT STORE manager, buyer, sales- 
man, 17 years’ experience, capable of 
taking complete charge credits, collec- 
tions, windows, advertising, etc., now 
employed, desires change. Address 
“O., 206,” care Jewelers’ Circular-Key- 
stone. 





HIGH CALIBRE salesman, promotional 
minded; 12 years with cash and better 
type installment stores; thoroughly ex- 
perienced; excellent credentials; resi- 
dent New York City; available. Ad- 
dress “J., 245,” care Jewelers’ Circu- 
lar-Keystone. 





STORE MANAGER: capable creating, 
maintaining highest possible unit sales 
diamonds, watches; buying, merchan- 
dising, advertising; knowledge most 
successful installment operations. Ad- 
dress “C., 253,” care Jewelers’ Circular- 
Keystone. 





POSITION WANTED as traveling sales- 
man to sell fine Swiss watches; ac- 
quainted with trade for 20 years from 
Pittsburgh to Pacific Coast and through 
Southwest; best of references. Address 
“E., 241,” care Jewelers’ Circular-Key- 
stone. 





SWISS-AMERICAN watchmaker,  thor- 
oughly experienced on all makes of 
watches, small and railroad; accurate; 
wide experience in the finest jewelry 
store: New York City or vicinity pre- 
ferred. Address “K., 361,” care Jewel- 
ers’ Circular-Keystone. 
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WATCH WORK FOK THE ‘TRADE 








: S watch repairing for the 
HIGH ae eee results that will hold 
your confidence at prices that are mod- 
excellent references furnished ; 


posal icited ; Holmes 
town accounts solicited ; 
a Haskel Melnick, 70 Fulton 


St., New York. 


oo 
5 E in making any part for 

SPECTALTomplicated fine watches ; also 
high grade watch repairing, member 
of Horological Institute of America, 
Washington, D. c., and Horological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 


ee | 
To Let. 


ini charge (25 words) $1.50 
aa ee words, 5 cents a word 











suitable tor 
Apply 
St., 


JESIRABLE space to rent, 

Oe iekanaker or diamond setter. 
to John J. Stewart, 22 W. 48th 
New York, N. Y. 





SPACE for rent for watchmaker, en- 

“graver, ete.; complete window light, 
center of uptown jewelry district ; clean, 
pleasant surroundings ; rent reasonable. 
Address “J., 308,” care Jewelers’ Cir- 
cular-Keystone. 





OPPORTUNITY, dealers and mechanics ; 
for rent, showcases in our busy ex- 
change; dandy daylight space for me- 
chanics; desk room with office service. 
Inquire Manager, Sall Greenberg, 47th 
Street Jewelers Center, 54 W. 47th St., 
New York. 


Special Order Work and 
Repairs for the Crade. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 <Areade Bldg., St. 
Louis, Mo. 


PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, ete., repaired at standard 
prices, mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 











Wanted to Rent 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








REPUTABLE diamond dealer, American, 
seeks private office space with reputa- 
ble non-conflicting concern; best refer- 
ences. Address “K., 264,” care Jewel- 
ers’ Circular-Keystone. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN jewelry designing by correspon- 
dence; further information upon _ re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 


LEARN WATCH REPAIRING by doing 
it; thorough training under’ expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 


WATCHMAKERS;; increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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New Chapter in Retailing History Written in Michigan 
At Behest of Jewelers; ‘Industrial Cataloging’ Barred 


Another long stride forward in the di- 
rection of cleaner business has _ been 
taken by the Michigan Legislature in the 
enactment of a measure, known as the 
Trade Diversion Bill. Just as the Jewet- 
eRS) CrrcuLar-Keystone was going to 
press it was informed that the Governor 
had affixed his signature to the act which 
passed the House of Representatives by 
a vote of 83 to 1 and was later adopted 
unanimously by the Senate. 

The most important provisions of 
this bill makes it “an unlawful trade 
practice for any employer to pur- 
chase or cause to be purchased, or 
exhibit catalogs for the purchase of, 
or receive orders for the purchase of 
any goods, wares, or merchandise, in 
the name of or on the credit of such 
employer, or at special discounts 
available to such emvloyer, for any 
other purpose than for use or sale in 
the regular course of business of 
such employer, and it shall be an un- 
lawful trade nractice for any em- 
ployer to authorize any of his or its 
officers, agents, or employees during 
working hours or on the premises of 
the employer, to perform any of the 
acts . . . described; Provided, how- 
ever, that this section shall not apply 
to purchases by an employer for the 
purpose of resale to his employees of 
equipment, tools, candy, chewing 
gum, meals or tobacco. 


Nothing in the act prohibits an em- 
ployer from selling his own products to 
his employees at any price. 

The act makes it an unlawful trade 
practice for any firm to advertise or 
claim that merchandise is sold at whole- 
sale unless the sale is actually made for 
resale and is not subject to the state 
sales tax. It makes it unlawful for a 
business to make use of the word “em- 
ployee” or any synonym for it, in con- 
nection with sales of goods unless sales 
are actually made to its bona fide em- 


ployees. 
Retailers are restricted from using 
such words as “manufacturer” or 


“wholesaler” unless they are actually en- 
gaged in such lines in addition to retail- 
ing. Likewise, firms engaging in manu- 
facturing or wholesaling are prohibited 


| 
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from representing in sales to individual 
consumers that the selling price is other 
than a retail price unless the sale is for 
resale. 

The Michigan R.J.A. can assume 
credit for having given the impetus to 
the movement that has resulted in the 
restoration of all retail sales to retail 
channels. Its president, Paul E. Mor- 
rison, of Kalamazoo, recently re-elected, 
and Howard Doxtader, Lansing, the as- 
sociation secretary, did the spade-work 
in their own organization, and also inter- 
ested other trade groups and the legisla- 
tors themselves. It was a retail jeweler, 
Rep. Alexander “Sandy” MacKay, who 
introduced the bill and_ steered it 
through the legislative channels. 

In order to secure greater backing the 
Michigan R.J.A. affiliated itself with the 
Michigan Retail Institute, comprising 
some 15 trade associations. Mr. Mor- 
rison was elected to its directorate and 
quickly busied himself in bringing the 
matter to the attention of the larger as- 
sociation. While somewhat dubious, be- 
cause of previous efforts to get such leg- 
islation, the Institute got back of the 
movement, and its managing director, 
Wayne Newton, was in large measure 
responsible for the bill’s enactment. 


Illinois Legislature 
Enacts Trade Diversion Bill 


Retailers in Illinois were cheered 
early last month with the news that 
the State Senate had approved by a 
vote to 46 to 0, House Bill 329. It is 
expected that the Governor will sign 
the bill which is expected to curb com- 
petition from those not in retail selling 
who use the buying power of purchas- 
ing departments to “buy wholesale” for 
employees. 





Jewelry stores in Canada continue the 
marked increases recorded in earlier 
months, sales for April this year averag- 
ing 33 per cent above April a year ago, 
the Dominion Bureau of Statistics re- 
ports. All provinces recorded increases 
as follows: Maritime Provinces, 41 per 
cent; Quebec, 39 per cent; Ontario, 34 
per cent; Prairie Provinces, 20 per cent; 
Pritish Columbia, 30 per cent. 








CALENDAR OF COMING EVENTS ~ 


JULY 
13-19 New York China & Glass Show Hotel Vanderbilt New York 
21-25 New York Lamp Show Hotel New Yorker New York 
27-1 California Gift & Art Show Biltmore Hotel Los Angeles 
AUGUST 

4-15 Chicago Gift Show Palmer House Chicego 
4-16 Merchandise Mart Gift Show Merchandise Mart Chicago 
24-28 ANRJA-NACJ Combined Trade Show Hotel Sherman Chicego 

and Conventions 
24-28 Seattle Gift Show Olympic Hotel Seattle 
25-29 New York Gift Show Hotel Pennsylvania New York 
25-29 225 Fifth Ave. Gift Show 225 Fifth Ave. New York 
25-| Allied Gift Show Hotel Adolphus Dallas 
25-1 Dallas Gift Show Baker Hotel Dallas 
SEPTEMBER 

1-5 Detroit Gift Show Hotel Statler Detroit 

7-8 Oregon State Jewelers Convention Portland 
8-12 Boston Gift Show Hotel Statler Boston 
9-13 Parker House Gift Show Parker House Boston 
14-15 lowa R.J.A. Convention Hotel President Waterloo — 
22-26 Philadelphia Gift Show Hotel Benj. Franklin Philadelphia 
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STORE-PLANNING EXHIBIT OPENS IN NEW YORK 





aes eR Ct 


Part of General Store Equipment Corp.'s display of materials available for modern stores 


To help store owners visualize mod- 
ernization and to acquaint them with 
various materials available for store re- 
styling, the General Store Equipment 
Corp. is conducting a store-planning ex- 
hibit at its studios, 520 W. 43rd St., New 
York. 

Modern treatments of fronts, walls, 
ceilings, floors, lighting fixtures, signs, 
wall paper, draperies and other decora- 
tive materials are displayed in one large 
salon. Among the firms who have pro- 
vided specimens and samples to help 
store-owners select what appeals to them 
for use in remodeling their own stores, 


are Johns-Manville, Libby-Owens-Ford 
Glass Co., Porcelain Metals, Armstrong 
Cork Products, Richard E. Thibaut, 
Marble & Stone Institute, Kompolite, 
La Salle Sign Co. and Semon Bache 
& Co. 

In addition, built-to-scale miniature 
replicas of modern store interiors and 
exteriors, together with photographs and 
renderings, are exhibited to show how 
skillful “design-merchandising” solves 
sales problems. 

The store planning exhibit will be open 
to jewelers and the general public daily 
except Sunday from 9 A.M. to 6 P.M., 
and will continue indefinitely. 





New Display Box for Military Watches 


A box designed especially for mer- 
chandising wrist watches to the military 
services has been made by the Arrow 
Mfg. Co., Hoboken, N. J., for the Bulova 





Watch Co. It is shaped like a miniature 
luggage roll and is covered with “Fab- 
rikoid” pyroxylin-coated fabric, a wash- 
able material with leatherlike graining, 
which is said to resist hard wear. Back- 
ground color is tan with contrasting 
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brown on ends and on wide strap around 
center. 

Military ornamentation in brass con- 
sists of a spread eagle emblematic of the 
United States seal, and a row of small 
stars. Rounded flap of the strap is 
finished with the watchmaker’s name 
plate. 

Case and strap have a steel founda- 
tion. A loose strap-end at the hinge 
serves as a stationary support when the 
case is opened. 

The watch rests on a lining of wine 
velvet, with the wrist-strap fitting 
around a removable holder. Lining of 
the cover is wine satin. 


D. Blair Named Telechron 
Sales Manager 


David Blair, formerly field manager 
for the Warren Telechron Co., manu- 
facturers of Telechron electric clocks, 
has been appointed sales manager of the 
company. 

H. E. Blackburn, Cleveland district 
manager, has been recalled to the home 
office to serve as assistant sales manager. 
R. T. Woodward has been transferred 
from Philadelphia to act as district man- 
ager in Cleveland, and R. J. Buckley of 
the home office sales department has 
been appointed district manager in 
Philadelphia. 











Gruen Earnings at All-Time High 


For the second consecutive year earn. 
ings of the Gruen Watch Co. have ex. 
ceeded all previous records in the history 
of the company, according to Benjamin 
S. Katz, president. 

In the president’s report to share- 
holders, Mr. Katz stated that the con- 
solidated net earnings of the company 
after all charges and taxes amounted to 
$903,401.73 or $2.05 per share on the 
outstanding 426,298-'4 shares of com- 
mon stock after allowance for regular 
dividends on the preferred stock. ‘These 
earnings compare with consolidated 
earnings for the preceding year of $745,- 
267.87 or $1.69 per share. Total earnings 
for the five completed years since the 
introduction of the present management 
and the reorganization of the company 
in 1935 amounted to $8,595,484.81 or 
average yearly earnings on the present 
outstanding common stock of $1.62 per 
share acording to this statement. 

With the issuance of the annual report 
and the calling of a shareholders meet- 
ing for June 26, 1941, Mr. Katz also 
announced that in addition to the regular 
dividend on the preferred stock, the 
Directors had declared a dividend of 
12%4c. per share on the common stock 
and an extra dividend of 12%c. per 
share on the common stock, all payable 
on July 1, 1941, to shareholders of record 
as of June 20, 1941. 

With this payment, dividends on the 
common ‘stock paid so far this year will 
amount to 50c. Up until 1941 no divi- 
dends had been paid on the common 
stock of the company since 1931. Fol- 
lowing the reorganization of the com- 
pany in 1935 the payment of dividends 
was prohibited pending the retirement 
of certain prior securities given to eight 
bank creditors in exchange for $1,818,750 
indebtedness of the company at the time 
of the reorganization. The last of the 
debentures and Class A preferred stock 
issued to the banks in 1935 were retired 
early in 1940 and the Class B preferred 
stock not already converted into common 
stock was redeemed early in 1941. 

Shareholders will be asked at the 
special meeting to be held on June 26th 
to adopt amended articles of incorpora- 
tion to eliminate all reference in the 
present articles to debentures, Class A 
preferred stock and Class B preferred 
stock. The proposed amended articles 
approved by the directors of the com- 
pany, also provide for issuance of $500,- 
000 new 5 per cent cumulative preferred 
stock of the par value of $25, callable at 
$26 per share in lieu of the present 
Class C preferred stock of the same 
amount. If the amended articles are 
adopted, the holders of the Class C pre- 
ferred stock will receive one share of the 
new preferred stock and one-half share 
of common stock for each share of the 
present Class C preferred stock. 

The consolidated balance sheet of the 
company shows total current assets of 
$5,678,476.11 with current liabilities of 
$1,468,185.24 and total liabilities of 
$2,968,185.24. 

According to Mr. Katz’ statement, 
production and sales of the company for 
the past year exceeded by a considerable 
margin the volume of any other year in 
the 67-year history of the company. 
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Awards for Proficiency with 


“Watchmaster" 


American ‘Time Products, Inc., dis- 
tributors of the Watchmaster Rate 
Recorder have developed an interesting 
and effective plan whereby jewelers and 
watchmakers throughout the country can 
demonstrate their proficiency with the 
machine and receive recognition for their 
achievement. 

The recognition is in the form of a 
certificate as shown, together with a 

















Certificate Awarded for Proficiency with 
“Watchmaster" Rate Recorder 


gold and enamel insignia representing 
the Watchmaster figure, with a machine 
as his body and a watch as his head. A 
print of the insignia may be observed at 
the right of the seal on the illustration 
of the certificate. 

To earn these awards, jewelers and 
watchmakers are required to complete 
tests of defective watches on the Watch- 
master and to submit charts and written 
evidence of their proficiency with the 
machine. It should be noted that the 
test introduces nothing to attest the 
watchmakers’ ability at repair work, but 
is confined entirely to skill with the 
machine. 

The interest and success of the plan 
were evident immediately after it was 
introduced in the Messenger, the house 
organ of American Time Products, Inc. 
From all parts of the country, jewelers 
and watchmakers have submitted the re- 
quired tests to gain this coveted award. 
“Our plan,” said Mr. Fetter, president 
of the company, “has met with an even 
greater enthusiasm than we anticipated.” 


New Owners Acquire 
Manning-Bowman 


Arrangements have been made for the 
acquisition of the business of Manning, 
Bowman & Co., of Meriden, Conn., by a 
newly formed subsidiary of Bersted 
Mfg. Co., of Fostoria, Ohio, according 
to a recent announcement. 

The new subsidiary corporation will 
retain the name of Manning, Bowman & 
Co. Operating separately, these old 
established businesses will continue their 
individual manufacturing and_ trade 
policies as in the past. Both are in ex- 
cellent financial condition with no 
funded debt. Their balance sheets at 
the close of the year 1940 reflected a 
strong ratio of current assets to liabili- 
ties, with no bank loans outstanding, and 
both companies are enjoying excellent 
sales and earnings. 

Manning, Bowman & Co. is a well- 
known and successful electrical appli- 
ance manufacturer, and has been in 
business since 1867. It has been con- 
trolled for years by the International 
Silver Co. Financial interests of the old 
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Manning, _Bowman & Co. stockholders 
will be represented in the new organiza- 
tion by Evarts C. Stevens and Herbert 
J. Reeves, president and_ treasurer 
respectively of International Silver Co., 
who will be on the board of directors of 
the new company. John A. Underwood 
will succeed Harry B. O’Brien as presi- 
dent and managing head of Manning, 
Bowman & Co. He has had long, suc- 
cessful experience in the stove manu- 
facturing and appliance business and is 
a past president of the Stove Manu- 
facturers Association. 

Manning, Bowman & Co., is just 
completing the installation of its own 
bakelite plant, and other manufacturing 
improvements and expansions are con- 
templated. Newly designed and beau- 
tiful products, some scheduled for an- 
nouncement this summer, will be added 
to the lines of both companies. 


Two Jewels Added to 
Croton Watches 


Stepping up the quality throughout 
its entire line, Croton Watch Co., New 
York, has replaced all its 7-jewel 
watches with 9-jewel timekeepers. 

The additional jewels are set in the 
bridge and plate to lessen friction and 
wearing action on the plate. When a 
non-jeweled plate is used, the holes in 
which the escape wheel’s pivots turn be- 
come enlarged and no longer hold the 
wheel straight or accurately. The result 
is that the contact point between this 
and the other wheels of the train is 
thrown off. 

Since the two jewels have been added 
at only a small additional cost, it is 
possible for the jeweler to sell 9-jewel 
Crotons at practically the same price as 
7-jewel timekeepers. 





New Catalog of Lasko Straps 


What is said to be the first and most 
comprehensive catalog of its kind has 
recently been issued by Lasko Strap Co., 





Jersey City, N. J., for their complete 
line of Neet watch straps. 

This catalog, which is sent free on 
request to retail jewelers, contains 16 
pages in two color printing, illustrating 
over 100 Neet straps and listing varia- 
tions for many more. It was produced 
to facilitate the selection of particular 
straps for particular watches, and is be- 
ing hailed by jewelers everywhere for its 
standardization of watch straps gen- 
erally, and for its completeness. 





National Ads for Girard-Perregaux 


Fall and winter ad _ schedule for 
Girard-Perregaux watches includes Life, 
Time, National Geographic, Esquire, 
New Yorker, Mademoiselle and others. 
A. W. Lewin Co., Inc., is the agency in 
charge of the account. 





Bulova "Nick O' Time" Award 
Given Heroic N. Y. Policeman 


New York’s latest police hero, Patrol- 
man Charles Fratello, the traffic police- 
man who saved the lives of two children, 
was presented with the Bulova “Nick 





OQ’ Time” award by President Frank L. 
Jones, of the Greater New York Safet 
Council, at the annual banquet of the 
12th Safety Convention and Exposition, 
at the Hotel Pennsylvania, in New York 
City. 

Officer Fratello saved the lives of Wil- 
liam Kellerman, 7, and his sister, Flor- 
ence, 5, when he dove beneath the wheels 
of an onrushing 2%2-ton truck and 
pushed the children to safety. Fratello, 
himself, was pinned down by the 
weighty truck’s wheels and scraped, 
bruised and shaken. 

Both of the Kellerman children were 
present at the ceremonies to applaud 
their hero, when he was presented with 
the Bulova “Nick O’ Time” award—a 21- 
jewel Bulova “President” wrist-watch— 
by Safety Council President Jones. 

The Bulova “Nick O’ Time” award is 
bestowed from time to time upon a per- 
son who heroically and with great dan- 
ger to himself has saved a life in the 
nick of time. The Bulova Watch Co. 
will make several such presentations 
each year wherever such an award is 
warranted. 


Will Handle Quaker Silver 
On West Coast 


Representation for the complete line 
of the Quaker Silver Co., North Attle- 
boro, Mass., makers of sterling hollow- 
ware and specialties, will be handled in 
future by Herman Hirsch, Los Angeles, 
Calif., who will cover the trade from 
Denver west. 





HERMAN HIRSCH 
...new distributor 
for Quaker Silver. 





Mr. Hirsch, who has been actively en- 
gaged in the wholesale distribution of 
jewelers’ merchandise in the western dis- 
trict for over 20 years, will have the 
complete Quaker line on display in his 
showrooms in the Jewelry Trades Bldg., 
220 W. 5th St., Los Angeles. 
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Diamond Ring House Celebrates 
25th Anniversary 


Klebanoff & Grossman, manufacturers 
of diamond rings and mountings, 74 W. 
46th St., New York, will celebrate their 
25th anniversary on July 1. 

The firm opened a small shop on July 
1, 1916, in the Marcus building, corner 
of Canal and Crystie Sts., specializing 
in the manufacture of lavalieres and 
brooches, and in 1917 moved into larger 





Martin Grossman 


David Klebanoff 


quarters in 30 Maiden Lane, present site 
of the Federal building. 

In 1920 they moved to 74 Lafayette 
St., and entered into the manufacture 
of rings and mountings. In 1924 they 
moved into larger quarters at 96 Spring 
St.. and in 1930 to 102 Fulton St. In 
1937 they moved to their present location 
where they have one of the largest and 
best equipped factories of its kind in 
the industry. 

Mr. Klebanoff started his career as a 
young man in the employ of Untermeyer, 
Robbins & Co. and later became affiliated 
with Goldsmith, Stern & Co. Mr. Gross- 
man entered the employ of Goldsmith, 
Stern & Co. as an apprentice and later 
became associated with Schless, Brod & 
Co. 

The firm covers the trade in the entire 
United States, and have the following 
sales representatives: Harold A. Linkow, 
East; Joseph B. Klebanoff, South; 
Jerome M. Friedman, Coast; and Roy 
Weber, Midwest. 


New Show Case for Jewelry Stores 


A new standardized display case espe- 
cially designed for jewelry store require- 
ments has just been placed on the mar- 
ket by the Columbus Show Case Co., 
Columbus, Ohio. 





Pictured above, its over-all measure- 
ments are 6 ft. long, 40 in. high, 22 in. 
wide. The display section is 12 in. high, 
made with an extruded architectural 
bronze frame and equipped with fluores- 
cent lights. Display section has side- 
sliding obscure glass doors with built-in 


110 








cylinder locks. ‘The storage compartment 
below has full-width wood shelf. 
Because of large volume production, 
this new case is being offered at what is 
said to be the lowest price ever made on 
an extruded architectural bronze frame, 
fluorescent lighted jewelry case. 
Standard finishes are walnut-mahogany 
on prima vera, natural prima vera, and 
the new Kingswood oak. Samples of all 
finishes will be sent to any jeweler who 
writes direct to the Columbus Show Case 
Co., 850 W. Fifth Ave., Columbus, Ohio. 


Proctor Electric Expands Production 


All manufacturing facilities and offices 
of the Proctor Electric Company are 
now operating at the company’s new 
plant, 3rd Street and Hunting Park 
Ave., Philadelphia, according to an 
announcement by Walter M. Schwartz, 
Jr., president of the company. The new 
plant, whose five buildings have a floor 
area totaling 120,000 square feet, more 
than doubles former production capacity 
of the company. More than one _ half 
million dollars were expended to make 
it one of the most modern manufactur- 
ing units within the electrical industry. 

The main building, a modern saw tooth 
structure, houses the company’s offices 
and manufacturing machinery. <A sepa- 
rate building is devoted to service de- 
partment and warehousing, and a third 
will be occupied by research and _ prod- 
uct engineering laboratories. 

The new plant property is on the main 
line of the Reading railroad and has a 





One of the many good selling numbers in the 
Proctor Electric line—the Proctor Never Lift 
Iron Model 965, retailing at only $12.95. In 
addition to being equipped for steam, this 
new iron embodies smart designing, a head- 
light in the handle, a separate speed selector 
control, a handy on or off cord support and 
glow cone light which lights on to tell when 
iron is safe to use. 


private railroad siding and loading dock. 
When operating at full capacity three 
carloads of electrical merchandise can 
be loaded and shipped every 24 hours. 
Ground is available for construction of 
additional buildings. The company’s 
former plant buildings at 7th and Tabor 
Road are being taken over and used by 
Proctor & Schwartz, Inc., parent organi- 
zation of the Proctor Electric Co., where 
the major portion of the space will now 
be devoted to the manufacture of na- 
tional defense materials. 

Management personnel of the Proctor 
Electric Co. are: Walter M. Schwartz, 
Jr., president; Joseph W. Myers, vice- 
president and chief engineer; R. E. 
Imhoff, general sales manager; Wm. 
Battersby, treasurer; Howard ‘Tilson, 
factory manager. 

The company manufactures electric 
irons, toasters and waffle irons, and em- 
ploys a total of 700 people. It ranks as 
one of the largest national advertisers 
in the electrical appliance _ business. 








New Radiolite Watch Display 
Assortment 
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To meet the rapidly increasing popu- 
lar demand for luminous pocket watches, 
Ingersoll-Waterbury Company announce 
the new Escort Radiolite, a smaller thin- 
ner timepiece with “airplane type” dial 
—the figures 9, 12 and 3 illuminated, as 
are also the hands and hour markers. 

The Escort is priced at $1.95 to the 
consumer and is sold at fair trade in all 
states having fair trade laws. Whole- 
salers can now furnish these watches 
packed three in a carton with attractive 
display card shown above. 


Ronson Plans Intensive 
Sales Promotion Drive 


Beginning early in July, Art Metal 
Works, Inc., manufacturers of Ronson 
lighters, are planning the most intensive 
sales promotion drive in their entire his- 
tory. Details are not yet available, but 
Ronson urges retailers to watch their 
mail for a series of announcements which 
will reach them shortly concerning the 
forthcoming promotion drive. 


Bruner-Ritter Offers "Self Selling" 
Watch Band Display Fixtures 


Here is the “Sales-Aider,” recently 
introduced by Bruner-Ritter as a new 
self-selling counter-display for watch 





bands. It features a great variety of 
B/R bands fitted on a revolving drum 
under a specially-constructed, clear-view 
top, and has a large, easy-to-reach stor- 
age compartment in the rear. Bands 
may be replaced as sold. Bruner-Ritter 
offers this “Sales-Aider” free (through 
their distributors), to any retailer pur- 
chasing two dozen B/R 1-20-12 Kt. gold- 
filled bands. 
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Ahead Gy Bueclucions + « 


’ LET'S BE REALISTS 


Tue FinaL clincher—if any further clincher were 
needed—in favor of applying the jewelry tax at the time 
of the retail sale, was certainly delivered by that an- 
nouncement from the Congressional Ways and Means 
Committee reported on page 73 of this issue. 

It has been decided, says the committee, that in all 
industries where the tax is placed on the sales by the 
manufacturer, a floor tax at the same rate will also be 
collected on all stocks in dealers’ hands at the time the 
tax goes into effect. 

In other words, if the so-called ‘“‘manufacturer’s tax” 
is adopted every jewelry retailer in the U.S.A. will 
immediately have to dig up in cash and pay the tax 
collector $100 for every $1000 worth of stock on his 
shelves. Give a little quiet thought to what that would 
do to your business. 

Advocates of the manufacturer’s tax are trying to tell 
you that Congress didn’t mean jewelry because jewelry 
wasn’t specifically mentioned by name. If we understand 
the English language the phrase “in all cases,” with no 
exceptions mentioned, certainly includes jewelry along 
with every other product on which a tax may be placed. 
To argue otherwise is like saying that the new income 
taxes won’t apply to you because your name is Smith 
and Congress hasn’t specifically said that the Smiths 
are to be taxed. Let’s not try to kid ourselves. 

And let’s not kid ourselves by thinking in terms of 
labels rather than facts. The ‘“manufacturer’s tax” isn’t 
something that the manufacturer is going to pay out of 
his own profit with no cost to the retailer, nor is the 
“retailer's tax’’ something that comes out of the retailer’s 
margin. Either one will simply be added to the price 
of the goods and passed along. 

The so-called ‘‘manufacturer’s tax’’ is really a tax 
on retailer’s purchases—the retail tax is a tax which 
he collects from his customer and turns over to the Gov- 
ernment. In one case the retailer has to put up the 
money in advance and take the risk—in the other he 
pays only as he collects. 

Which do you think is more to his interest? 


HATS OFF! 


Ir more of our State and local associations would 
accomplish some really constructive work for their trade 
in the districts they represent, they’d probably have 
less difficulty in securing the membership and support 
they need. Certainly they’d be much better able to 
justify their existence. 

The Michigan Retail Jewelers Association, for one, 
during the year just ended has set an example that 
many other State organizations might well emulate. De- 
ciding that trade diversion was the most serious problem 
confronting Michigan jewelers, the association set itself 
to the task of doing something about it instead of merely 
sitting around and talking and passing resolutions about 
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it. Enlisting the cooperation of merchants in other lines 
who suffer from the same evil, they showed the State 
Legislature the harm that this form of competition has 
been doing to legitimate tax-paying business and voters 
throughout the State and the need for legal action to 
overcome it. 

Thanks to their vigorous and untiring campaign, it is 
now unlawful for any Michigan employer to permit the 
sale or offering of merchandise to his employees by such 
devices as the industrial catalog, and the legitimate 
jeweler is protected from illegitimate competition. 

Hats off to the Michigan Retail Jewelers Association 
for a good job, well done! 


CREATING DEMAND 


WE wonper how many jewelers realize the extent to 
which the Jewelry Industry Publicity Board is instru- 
mental in creating the modes that bring people into your 
stores asking for this or that item of jewelry. 

We saw a striking illustration, a couple of weeks ago, 
of the way it works. The occasion was an elaborate 
fashion show in which seventy-two creations of the 
world’s foremost stylists—the cream of the merchandise 
that will be offered this fall by the leading dress shops 
throughout the land—were modeled before more than 
two hundred leading fashion writers and editors, giving 
them a preview from which they could tell their millions 
of readers and followers what the well-dressed woman 
will be wearing next season. 

Every one of those models, every time she appeared 
on the runway, wore appropriate jewelry. Jewelry was 
not talked about by the show director—because it was 
a showing of dresses, coats, and sweaters—but subtly 
yet effectively it was impressed upon every one of those 
fashion writers who popularize the styles, that the right 
jewelry is an essential part of the new costumes, whether 
for sports, street wear, or dress occasions. 

The point of all this is that it didn’t just happen. 
The director of that fashion presentation was June Ham- 
ilton Rhodes, Publicity Director of the Jewelry Industry 
Publicity Board. It was Mrs. Rhodes who was respon- 
sible for the inclusion of jewelry as an integral part of 
that show. And it’s the dollars that you and your fellow 
jewelers contribute to the Board that make her work 
for you possible. 

We’ve said it a good many times, but we’re saying 
it again—if you haven’t already done so, send your check 
today to the Jewelry Industry Publicity Board, 366 Fifth 
Ave., New York. 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 











